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Purchase Tax 
Confusion 


Sir,—An important part of our 
work for the papers we represent 
is the despatch of circular letters 
to manufacturers and advertising 
agents. By tests and long experi- 
ence we have found that the most 
effective form is the personally 
signed circular. 

In February we issued such a 
circular. We supplied a duplicat- 
ing company with letter paper and 
envelopes, on both of which we 
had paid purchase tax. On 
their invoice we found a charge 
for the work done, plus purchase 
tax. Apart from the minute quan- 
tity of ink, nothing was bought 
but labour. 

The duplicating company tell 
us they are of opinion that had 
the job been designed to go out 
without a signature it would not 
have been liable to tax, so it 
seems our director's personal 
labour in signing the circulars ‘s 
taxable! 

To add to this strange confu- 
sion we are informed, with reserve 
it is true, that if the signature had 
been in facsimile no tax would 
have been claimed. If this is so, 
it emphasises that the tax is not 
a purchase tax but a tax on 
labour and, moreover, not on 
labour done by the duplicating 
company but by ourselves. 

As this matter opens up pros- 
pects of an endless spiral of 
taxation on work in addition to 
purchase tax on goods, quite 
apart from the immediate heavy 
increase in sales letter costs, it is, 
we suggest, one which should be 
cleared up without delay. 

G. D. YOUNG, 
Managing Director, Overseas 
Publicity and Service Agency 


Ltd. 
London, E.C.4. 


(The British Direct Mail Adver- 
tising Association have appointed 
a deputation to meet the Board 
of Trade on this problem.—Ed.) 


‘Free Editorial’ 
Offers 


Sir,—Searching inquiries made 
by the Royal Commission on the 
Press failed to reveal any evi- 
dence to support the allegation 
that the editorial contents of the 
newspapers were influenced by 
the advertisers. Unfortunately, 
there are other classes of publi- 
cations that cannot be held 
equally blameless in this respect. 

Recent instances of offers of 
editorial publicity as an induce- 
ment to advertisers to book dis- 
play space, prompt me to ask 
you to draw attention, through 
your columns, to a practice that, 
on all counts, is to be condemned 
as reprehensible. Experienced 
advertisers have learned to be on 
their guard against the “free 
editorial” offer. Enlightened 
publishers, who value their 
readership and their reputation, 
rightly regard such an induce- 
ment to potential advertisers as 
highly unethical. At best, it may 
be the ill-considered technique 
of some enthusiastic but mis- 
guided publisher, ignorant of the 
fundamental distinction between 
“editorial’} and “advertisement” 
content and of the dangers of 
confusing them. 

More often than not, such 
offers emanate from publishers 
who have everything to gain and 
nothing to lose by their accept- 


ance: publishers who are, in fact, 
ready to resort. to any means to 
dispose of the maximum amount 
of advertising space at the 
highest price and who are in no 
way concerned to preserve the 
reputation of their publications 
because actual readership is of 
secondary importance and some- 
times does not come into the 
picture at all, 

No exception can be taken 
where editorial mention of pro- 
ducts or services is justified by 
reader interest or news value. 
But that is a matter for the 
editor to decide and should not, 
in any circumstances, be contin- 
gent on an advertising arrange- 


ment. 
ALAN WHITWORTH, 
Director, Incorporated Society 
of British Advertisers. 


P.R. Work For Polio 
Fellowship 


Sir,—In a recent issue you pub- 
lished an article by my colleague 
Richard Garrett on the work 
which my organisation is doing 
as public relations consultants to 
The Infantile Paralysis Fellow- 
ship. Mr. Garrett pointed out 
that, among other things, we were 
helping the Fellowship editorially 
with their monthly magazine. 

Among other items contributed 
to this journal by my firm was a 


POINTS FROM OTHER LETTERS 


SAMPLE ANSWERS 

Referring to your Leader on 
the Advertising Association's 
examination (February 22) may 
I as an instructor, say how 
warmly I should appreciate a 
yard-stick by which one could 
judge just what degree of effici- 
ency is expected of one’s students 
by the Association—W. Harold 
Butler, A.LP.A., Technical Pro- 
duction Manager, Saward Baker 
& Co., Lad. 


NO REFUSALS 
In “Bulletin From Betac” (Ex- 
port Section, February 1) it is 
stated that often enough it is im- 


possible to obtain insertions in 
Argentinian newspapers owing to 
the restrictions caused by paper 
shortage. We are sending out ad- 
vertising orders every day to 
Latin-America and we have never 
had any refusal of insertion.— 
Deric Pearson, To es Pacific 
Representations, E.C.4 
* * 


THOSE POSTERS 

Why do you not publish some 
of these “naughty” posters of 
which you complain? Personaliy 
I see little to worry about. Am I 
blind, or is it that to the pure all 
things are pure? — Edward 
Wilson, Reigate. 
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series of articles describing the 
various branches of the Fellow- 
ship. The first branch dealt with 
in this series is led by a singu- 
larly dynamic woman who, 
although disabled since she was 
two, has put up a magnificent 
show helping others. 

A copy of the issue in which 
this article appeared fell into the 
hands of a well-known doctor, 
who was so impressed by what 
he read that he has offered the 
lady a trip to the United States, 
with all expenses paid, so that she 
may provide an inspiration to the 
polio disabled on the other side 
of the Atlantic. 


R. B. WILLIAMS-THOMPSON, 


Director, Sidney-Barton Ltd. 
London, W.1. 


Qualities Which 
Copywriters Need 


Sir,—"Copytaster” would be 
well advised to limit his articles 
to reviews of current advertising. 
When he ventures into authorita- 
tive pronouncements on the copy- 
writing abilities of advertising 
managers he is hopelessly out of 
his depth (ADVERTISER'S WEEKLY, 
March 1). 

The average advertising man- 
ager must be versatile. He is per- 
fectly capable of turning out 
sound copy on his firm’s products. 
Indeed, if he is working in a 
specialised technical field this will 
be one of his most important 
duties. 

“Copytaster” infers that copy- 
writers lack tact and diplomacy, 
decisiveness, preciseness and 
patience. Surely these are quali- 
ties which copywriters must have 
if they are to turn out worth- 
while work and have it passed? 
Buffoonery may make an amus- 
ing article but it will not improve 
the present serious position. 


~.K. A. McKENNA, 


134 Queens Drive, 
Finsbury Park, N.4. 
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an A.P pusrication 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LIMITED, 
THE FLEETWAY HOUSE, LONDON, E.C.4 


brightest, most readable weekly of its kind. Note present 
sparkling series on fashion, beauty, domestic 
problems, travel, entertainment . . . Bear in mind reader 
confidence, as reflected in its correspondence. 
WOMAN’S ILLUSTRATED —a wide-awake weekly with 
a vigorous response to advertising. Sales more than 
half-a-million, and a readership far in excess of that figure. 


PHOTOGRAVURE — 4id. WEEKLY — PAGE RATE £250 


Have you booked your seat for 
The World Film Premiere , 
“THE BROWNING VERSION” 
Odeon Theatre, Leicester $q., 
Thursday March 15, 1951. 
IN AID OF W.A.B.8. 
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\\\cee\ ANALYSIS 


 ETLSTON-14,166 OF THE PAPER WITH 


THE SECOND LARGEST 
PROVINCIAL EVENING 
SALE SOUTH OF 
SHEFFIELD 


Each day during the welYe months of 1950 the 
certified net sales of the Express and Star 
averaged 193,583—a record for the paper. 
Distribution to the important industrial and 
agricultural centres in the 750 square miles of 
the Black Country and Shropshire is effected 
mainly through ten branch offices. The high 
standard of service rendered by thése offices 
can be gauged by the analysis of sales of the 
Express and Star in the various districts. 
They effect efficient, speedy distribution of 
localised editions containing up-to-the-minute 
news.of the day to all the main tcwns in the area 
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Dollar Drive: ‘Stuffed Shirt’ Tactics Will 


= lop In The North American Market 


ADVERTISERS SHOULD COPY LIVE 


Michael Redgrave, Jean Kent, 

and Nigel Patrick—a_ symbolic 

portrait of the three stars of “The 
Browning Version.” 


The Need Of 
N.A.B.S. 


World film premiere of “The 
Browning Version” in aid of 
the National Advertising 
Benevolent Society will be 
given at the Odeon, Leicester 
Square, on March 15. 

Princess Marie Louise, and a 
host of film celebrities, will 
attend. Every effort is being 
made to make the occasion a 
memorable success. Financi- 
ally the seeds of N.A.B.S. are 
great. 

Revenue does not bear an in- 
creased ratio to the lessening 
purchase power of the pound. 
In 1938 subscriptions totalled 


£12,779; in 1949 they were 
£14,060. 

Tickets, from 10s. to £15 15s. 
are obtainable from _ the 


Daily Telegraph office, Fleet 
Street, the Daily Mail bureau, 
Regent Street. and from Mrs. 
Madge Clarke, 79 Davies 
Street, W.1. 

This is the first premiere N.A.B.S, 
has had for 17 years. 


!" METHODS: SALES TALK WITH PUNCH 


Challenging facts as to the part advertising can play in 


| helping a British “invasion” of the North American market 


were given at the Dollar Convention at Eastbourne last week- 


end. 
approach, and counselled to 
copy lively and virile methods 
of salesmanship to which the 
Americans are accustomed. 

Britain’s smaller businessmen 
need not dread the initial cost of 
an attempt on the American mar- 
ket, or the possibility of loss and 
failure, Mr. Harold Whitehead 
told the Convention. These fears 
were really unfounded, for initial 
market research—at smal] cost— 
would show whether the market 
was there, and whether a share 
of it could be obtained at reason- 
able cost. 

Mr. Whitehead, prominent 
businessman and formerly Pro- 
fessor of the College of Business 
Administration at Boston Univer- 
sity, Was speaking on market re- 
search in North America. 

He said: 

“Selling in North America is 
within the scope of quite small 
businesses. It can be made a 
profitable, permanent and 
growing addition to existing 


Delegates were warned against the “stuffed shirt” 


businesses, and at the same time 

make a notable contribution io 

national progress.” 

Mr. Whitehead warned that a 
business should ignore the dol- 
lar market unless it was in a posi- 
tion to allocate to it a definite 
proportion of output. 

“It is too expensive and too 
harmful to our export trade to 
attempt merely to sell a tempor- 
ary surplus to North America and 
then drop out of the market.” 

Retain British Design 

Of the British product designed 
for the dollar market, he said: 
“Distinctive British features 
should be retained.” 

Sales points learned during last 
year’s New York Motor & Cycle 
Show, held under the joint 
auspices of the Society of Motor 
Manufacturers & Traders and the 
British Cycle & Motor Cycle 
Manufacturers’ & Traders’ Union. 


[@ Continued on'Pagez446 


| A REAL DRAW | 


| Sieedy Mem — Here come she Cwrwlanien Reps 


This cartoon by Giles was on 
the menu when circulation repre- 
sentatives of the Daily Express 
and Sunday Express, with their 
wives, were entertained by their 
directors to a dinner, dance and 
cabaret at Grosvenor House, 
Park Lane, last Thursday. 

Speeches by Mr. E. J. Robert- 
son, chairman, the Hon. Max 
Aitken, vice-chairman, Mr. 7 
Blackburn, general manager. 
Daily Express, and Mr. John 
Gordon, editor, Sunday Express, 
stressed the valuable aid ren- 
dered by the representatives and 
their wives during the year. 


| 


oe 
wp SHEN 
i) 1/| 


roll 


'§ OI 


a mass sale to women—over @-@& 
1,800,000: - 


read by \> 


millions 
more! ee 


ee, eee eee) Rene ot rs See ae WA WM ML | 
ae 
ae 
Sennen ad 
Ss a 

- 5 aes 
— WP he 
—E~*s thy , aA 
. rs AS 
é “lad 
| ee re 
i * a 
| if 
} el 
Fi figs 
* re, = “= os 7 

<a RS . 
_. iz 
oo F) . ay 
Y ; 4 a 
i ” ft) c?. ae 
‘ “= j ce 5 .; 
. > es (3 Sey. t be 
: /\@Eaey . a 

a ts : i re ! 
: . 4 4 , " 
a 3 <a . - = , = 
a eo : ~ ie 
‘ ; Salbie:. c_ 
" 
pe : | ' 
‘ _ 
po 4 
fi 3 
my ha 
RE TE OE EE TEE TD, Wye 
| sa 
| &. 
| ss 
: po | - | - a | | | | 
“ Se 6 \ ai 
F P “ ih 
| vey 
: a | | ; 
4 Yq | d 
AS ii 
ERE ee te : ae { 7 


ADVERTISER'S WEEKLY 


408 


B.M.A.’s Popular Monthly 
Makes Publishing History 


Publishing history will be made with the appearance on 
March 20 of Family Doctor, a popular 72 page monthly which 
is being launched by the British Medical Association. Entirely 


LORD HORDER 
ON HEALTH 
MOTHER AND 
CHILD 
APRIL'S 
ATHLETES 


Dublin Strike 
Postponed 


A last-minute conference be- 
tween representatives of the 
Dublin Newspaper Managers’ 
Committee, the Dublin Master 
Printers’ Association and the 
Dublin Typographical Provident 
Society, under the chairmanship 
of Mr. D. O'Sullivan of the 
Department of Industry and 
Commerce, resulted in the post- 
ponement of the strike in Dublin 
newspaper and printing offices for 
one week. The strike notices were 
originally scheduled.to take effect 
on the night of March 1. 

It was after the conference that 
the executive committee of the 
Union decided to postpone strike 
action in order to allow further 
negotiations to take place. 

No real progress has been 
reported on the problem at issue 
—the men’s demand for an addi- 
tional 25s. per week, and the em- 
ployers’ offer (accepted by other 
unions involved) of 12s. 6d. 


‘No Future... 


Good relations between em- 
ployer and employee was the 
theme of the 33rd birthday dinner 
of the Printing Trades Alliance 
at the Dorchester Hotel. 

Mr. David Gammans, M.P., 
spoke of the good work the 
Alliance was doing to establish 
good relations in industry. “There 
is no future for anybody in con- 
tinued strikes,” he declared. 

Tracing the history of the 
Alliance, Mr. W. J. Hummerstone, 
chairman, said: “I would say that 
a batsman who has got 33 runs 
on the board has played himself 
in and is all set for a good score.” 

The Mavor of Westminster 
(Cr. W. E. Rice), on behalf of the 
other guests, spoke of the plea- 
sure they had at being present. 


9 


non-political it will incorporate 
magazine features covering the 
whole field of family interest 
from motherhood to music. 

Printed in gravure by Eric 
Bemrose Ltd., of Liverpool, with 
a full coloured cover, and one 
colour running through, the 
magazine has a smart layout, and 
is generously illustrated. The 
initial print order is about 
250,000. Retailers have evinced a 
remarkable interest and a sharp 
increase in sales is anticipated by 
the trade. Family Doctor is non- 
profit-making. If profits accrue 
they will be ploughed back. 

A big advertising campaign 
breaks on March 17 starting with 
a full page in Radio Times, large 
spaces in the national dailies, and 
extensive coverage in the provin- 
cial papers some of which have 
accepted 11 in. triples. Agents 
are Graham & Gillies. Double 
crown bills are being used also, 
and a sustained direct mail cam- 
paign to chemists, dentists, 
teachers and nurses. 

Selling price is Is. In addition 
to popular magazine features, the 
new periodical offers “a unique 
and authoritative work of refer- 
ence of every aspect of family 
health.” 

In the first issue about 20 pages 
are devoted to advertising of 
better quality goods. No adver- 
tising of patent medicines or 
drugs will be accepted. Choice 
will be extremely selective since 
appearance will imply the tacit 
approval of the medical profes- 
sion. Page rates will be £150 
r.o.p.; £200 special positions; and 
£300 four colours, including 
black. 
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‘Public Is Slow | 
In The Uptake’ | 


Too often the sales department 
thinks of advertising only in 
terms of point-of-sale material, 
without considering that the 
public is “slow in the uptake” 
and needs persistent reminders. 

Making this point in a talk to 
the Nottingham branch, Incor- 
porated Advertising Managers’ 
Association, Mr. H. B. Saward, 
director, Saward, Baker and Co. 
Ltd., estimated the cost of a three- 
months’ concentrated campaign 
for a competitive product, such 
as toilet soap, in Nottingham— 
“a good area for such a test 
campaign.” 

Press and posters, he totalled 
up, would account for approxi- 
mately £1,339. Perhaps another 
£100-£200 would be added for 
local weeklies, and then there 
were showcards, counter and 
window display material. 


Other media might be added. 


Sign Colours Flow Like Liquid 


A novel type of coloured illu- 
minated sign has been designed 
and manufactured by H. Sarnicki, 
an ex-member of the Polish 
R.A.F. Sole agents for the sign 
in the U.K. are Dodwell & 
Hinton Ltd. 

The sign, which is being mar- 
keted in two standard sizes, con- 
sists of script lettering illumin- 
ated with any four colours which 
continually flow and intermingle 
with the appearance of tiny liquid 
bubbles. 

This effect is produced by 
revolving prismatic glasses behind 
the lettering, driven by a small 
electric motor. 

Electricity consumption 1s 
negligible, the larger type con- 
suming 100 watts and the smaller 
size, 60 watts. If electricity costs 
a penny a unit, the larger model 
can be run for ten hours for one 
penny. 

This type has a panel size of 
21 in. x 9 in. and can hold 14 


large script letters plus-consider- 
ably more in smaller type. 

When the sign was recently in- 
stalled in a small shop window 
58 people stopped in five minutes. 


The Board of Bristol Evening 
Post Ltd. has declared a second 
interim dividend for the year to 
March 31, 1951, of 5 per cent. 


Ee deca 


The winners and their posters 
(left to right): A. K. Towler, Miss 
C. Perrins, and L. H. Dods. 


Poster Contest 
Winners 


Awards for the winners of the 
recent national poster competi- 
tion sponsored by the British 
Insurance Association, were pre- 
sented at a Press conference on 
Monday. 

First prize of £100 was awarded 
to A. K. Towler (a teacher at 
Cardiff Art School). Miss C. 
Perrins, general manager of 
Severn Publicity Ltd., Kidder- 
minster, won the second prize of 
£50 and L. H. Dods, layout artist 
with Ripley, Preston & Co., Ltd., 
won the third prize of £25. 


Simplicity Is 
What They Want 


Cups and saucers, clocks, radio 
cabinets, and bus shelters were 
chosen as samples by Mass- 
Observation in an attempt to find 
out what factor most influences 
people’s choice. 

Simplicity and neatness of 
design emerged as very important, 
according to the report published 
in Design, M-O'’s January 
February Bulletin. 

Price was invariably mentioned 
by the greatest number of people, 
although it was the most urgent 
consideration only in the case of 
the cup and saucer. Buying 
experience tended to make people 
somewhat conscious of price in 
the case of clocks, make in the 
case of clock, radio and chair, 
and availability in the case of 
cup and saucer. 


Press Directory’s 
Centennial Issue 


Published by Benn Brothers 
Ltd., the 1951 edition of the 
Newspaper Press Directory is the 
centenninal issue. There was a 
celebration lunch at Grosvenor 
House on Tuesday. 
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Marcu 8, 1951 


‘Pictorial’ Rates Increase 


Justified, Says Clarke 


An average increase of 20 per cent in the advertisement rates 
of the Sunday Pictorial will come into effect on June 3. The 
present rate of £17 15s. 6d. per s.c.i. will increase to £21 6s. 8d. 


The Pictorial state the 
increase is justified on the 
grounds of “value for money.” 


Mr. John Clarke, advertisement 
manager, says: 

“May we make it quite clear 
that we are not doing this on 
the grounds 
of mounting 
costs, nor 
i ncreased 
circulation 
though both] 
these items 
are true. 

“We are 
increasing 
our rates 


on the 
simple 
grounds of 
value for 
money. Per square inch per 
thousand, our present rate is 
actually 10-94 per cent less than 
in 1939. 

“We believe that at the new 
rate the Sunday Pictorial is still 
the finest advertising proposition 
of any Sunday newspaper. We 
justify this on two counts: (1) 
cost, and (2) results. 

“At the new rate the cost per 
square inch per thousand is still 
only just over 4d. This represents 
an increase on 1939 of only 7-81 
per cent. The cost per column 
inch per thousand is still under 
Id 


John Clarke 


“We know from reports of 
advertisers and advertising agents 
that the pulling power of the 
Sunday Pictorial is outstanding 
over a wide range of products 
varying in cost from pence to 
hundreds of pounds, and bears 
more than favourable comparison 
with any other advertising 
medium.” 

When the new rates are 
introduced ¢ s. col. will cost 236; 
4 dic. £144; 5 1/16 in. d.c. solus, 
page 3, £360; 5 1/16 in. dc. semi- 
solus, page 2, £300. 


Kemsley Announce 


Increases, Too 


Run - of - paper advertisemeai 
rates of the Kemsley news papers 
mentioned below are being in- 
created with effect on and from 
the first issues in April. Special 
position rates will be changed 
proportionately. 

Sunday Graphic from £160 per 
column to £180; Sunday Chronicle 
from £10 per sci. to 
Empire News from £15 per s.c.i. 
to £16 10s.; Sunday Mail from 
£4 10s. per s.c.i. to £5 Ss.; Stock- 
port Express from 10s. per S.c.1. 
to 12s. 6d.: Cleveland Standard 
3s. flat—abolishing the 2s. series 
rate. 

Taking effect from May 5, the 


advertisement rate for D. C. 
Thomson’s Weekly News is £7 
per s.c.i., and Sunday Post £7 per 
s.c.i, Classified columns Is. 6d. 
per word. The present rate for 
each paper is £5 15s. per s.c.i. 

Confectionery News has _in- 
creared its advertisement rates. 
A whole page in black, single in- 
sertion, is up from £20 to £23. 

Revision of rates for Manches- 
ter Weekly Newspapers Ltd. from 
April puts the group rate for the 
Manchester City News Series to 
15s. per inch and the independent 
rate for Manchester City News 
to 10s. per inch. This increase ‘s 
commensurate with rising circu- 
lation since 1948. The old rates 
were 12s. 6d. and 10s. respec- 
tively. Independent rates for the 
W ythenshawe Recorder and 
Stretford & Urmston News in- 
crease to 6s. per inch with a con- 
tract rate of 13 insertions or 
more at 5s. per inch. which was 
the flat rate previously for these 
papers. 


‘John Bull? Up To 
4d., ‘Woman’ 43d. 


Two of Odham; mass circula- 
tion weekly periodicals are to 
increase their selling prices. 

Woman, which has a current 
circulation of over 2,250,000, will 
increase its price from 4d. to 44d. 
beginning with the issue dated 
April 7. 4 

John Bull (circulation of well 
over a million) will increase from 
3d. to 4d. from April 7. 


Good Tea Is 


Good Business 


The Tea Bureau, with the ap- 
proval of the Festival of Britain 
authorities and the co-operation 
of caterers’ associations and the 
tea trade, has launched a Festival 
Year campaign to ensure that 
good tea is served to the public 
in all catering establishments. 
Symbol of the campaign is a 
three-colour transfer bearing the 
Festival symbol and the words 
“We Serve Good Tea—Britain’s 
National Drink” which will be 
distributed to caterers for display. 

Distribution has been preceded 
jthis week by a special tea making 
instruction leaflet sent to more 
than 30,000 caterers. 

The campaign is being adver- 
tised in the catering trade Press 
and in ships’ newspapers, where 
overseas visitors will be advised 
to “Look for this symbol when 
in Britain.” 

The Tea Bureau is offering 
blocks of the symbol] to tea mer- 
chants and caterers for incorpora- 
tion in their own advertisements. 

The Tea Bureau's advertising 
agents are S. H. Benson Ltd., 
who have been responsible for 
the production of the campaign 
material. 


Ads. For New Products Prove Pull 
Of Technical Press 


The value of advertising in the 
technical Press was commented 
on at a London meeting of 
the Incorporated Advertising 
Managers’ Assoc‘ation. 

This was during a discussion 
following oa a talk by Mr. E. E. 
Walker, publicity manager, 
Metropolitan Vickers, who had 
contended that the daily Press 
was not economic ‘for regular 
advertising of technical products. 
The percentage of its technical 
readers was low, but the space 
cost Was in provortion to the 
circulation. Technical journals 
were much lower in cost than the 
daily Press. Furthermore, the 
dailies were thrown away after 
an hour or two and any message 
his firm were trying to put out 
could not be absorbed in such a 
short time. Weeklies might last 
perhaps a week. But technical 
journals generally were stored 
away, filed and referred to from 
time to time. 

During the discussion Mr. 
H. H. Lusty asked how the value 
of the technical media used was 


assessed. He himself felt that 
more and more people were doing 
less and less reading. and he 
sometimes wondered if advertis- 
inz in technical journals was 
worth while. 

Mr. Walker replied that they 
could usually assess the value 
of some of the journals only by 
asking their various offices in 
this country and throughout the 
world to inform them from time 
to time of the journals being read, 
so far as they knew, by people 
on whom they called. Generally, 
it was very much a shot in the 
dark. On the other hand when 
they had introduced a totally 
new product and advertised it 
for the first time in a journal, it 
was surprising how many replies 
came in. 

Unlike consumer products, his 
firm’s products did not always get 
immediate results. Sometimes 
they could only remind the 
reader that the firm was in the 
field for that kind of gear and in 
due course when he wanted it he 
would remember the name. 


ADVERTISER'S WEEKLY 


Name Known To 
Million More 
In A Year 


Tribute was paid by John 
White, founder, chairman, and 
managing director of John White 
Footwear Ltd., at the annual * 
general meeting of his company, 
to the strong role played in the 
company’s progress by large-scale 
advertising. 

He said: “Primarily, our bold 
and informative style of adver- 
tising is designed to create public 
demand and our excess of orders 
received shows that this has been 
effectively achieved. 

“An authoritative survey made 
recently has shown that, at the 
end of 1950, the John White name 
was known to a million more men 
than at the beginning of the year. 

“I feel our best thanks are due 
to our advertising department and 
to our agents in London, for their 
co-operation, which I feel has 
contributed very largely to the 
satisfactory report I am making 
to-day.” 

Agents for John White Foot- 
wear Ltd. are G. S. Royds Ltd. 


Paper Chase—? 


Treland Bans 


Waste Exports 

Export of waste paper from 
the Republic of Ireland has 
been banned, with effect from 
March 1, following a review 
of the supplies position by the 
Department of Industry and 
Commerce. It is stated, how- 
ever, that some shipments 
may be made under special 
export licence. 

Although the paper short- 
age, and price rises, have 
been felt in Ireland for some 
time there is no concerted 
effort at paper conservation, 
and no schemes for the saving 
of waste. It is now believed 
in Dublin that, following the 
export ban, a drive for waste 
reclamation will be made. 
One waste paper company 
has already announced the 
appointment of agents in il 
provincial centres. 


TWO APPEALS OUT 
OF THREE FAIL 


Of 2,116 appeals dealt with by 
the Ministry of Local Govern- 
ment and Planning since the Ad- 
vertisement Regulations came 
into force on August 1, 1948, 
until the end of 1950, 662 were 
allowed and 1,126 were dismissed, 
Mr. Dalton stated in the House 
of Commons. 

The remaining 328 appeals were 
withdrawn. 


And The Latest— 


Sherborne U.D.C. has applied 
for almost the whole district to be 
scheduled as a “snecial area.” 
The outdoor advertising industry 
has lodged an objection. 
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‘Crystal’ Note At 
Ideal Home 


With a huge modern replica in 
outline of the Crystal Palace— 
recalling the 1851 Exhibition—as 
its focal point, reached by a 
broad “highway” under _ roof- 
high canopies and resplendent 
chandeliers, this year’s Daily 
Mail Ideal Home _ Exhibition, 
which opened at Olympia on 
Tuesday, probably reaches its 
climax in point of display and 
décor. 

In harmony with this Victorian 
mood are the rich red carpeting, 
the = green-and-white “extin- 
guisher” canopies and _ yellow- 
and-white “plumes” over the 
main stands, and the trellis work 
that is the general stand motif. 

The “Crystal Palace,” through 
which one passes to the gardens 

exquisite as always—itself in- 
corporates a transverse arcade, 
with fashions and fine pottery as 
its main items of interest. 

Against such a_ background, 
anything “revolutionary” in dis- 
play by individual exhibitors 
would have been out of place. 
But within traditional idioms, 
charm and originality, often of a 

umorous or whimsical nature, 

re there in plenty. 

Once again outstanding is the 

jas Council’s stand, of which 

Spring in the Air” is the theme. 
Its animated models of chickens 
and lambs, its squirrel with nuts 
in a frying pan, and its flowers 
with petals that open to reveal 
Mrs. Rabbit at her stove, will 
ensure that children keep their 
parents at this stand for as long 
as possible. 

Rivalling the gas exhibit for 
the first time for many years is 
that of the British Electricity 
Development Association, which 
shows a mid-Victorian family 
astonished at the “lights without 
fires” outside a neighbour's house. 

Among magazines, a particu- 
larly fine stand is that of 
Woman's Own, one of the fea- 
tures of which is a series of 
“deep pictures” drawing atten- 
tion to the way this journal caters 
for cookery, fashion, and beauty 
interests. 

The mysterious moving hand 
that compresses a Dunlopillo 
cushion; the huge model elephant 
peacefully breathing away under 
a Windak electrically heated 
blanket; and Kia-Ora’s colourful 
Spanish cut-outs and orange 


tree are just a few of the many 
attractive display devices. 


The moving hand. 


—_—E hibition —' 
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Spring is the theme of the Gas Council's stand. 


Hy 
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Crosse & Blackwell's stand has scenes like this emphasising the firm's 
246 years’ history. 
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Pastel grey-blues and yellow give the “Ideal Home Magazine’ terrace 
an inviting air. 


Harmony Helps 


“How can we reduce the cost 
of print?” was the theme of the 


national conference of Young 
Master Printers at Boscombe, 
last week-end. t 
Henry D. Davy, managing 


director, Doig Bros. & Co., Ltd., 
emphasised that print should be 
planned to fit the purpose and the 
machine. 

Higher management was dis- 
cussed by R. G. Connell, general 
manager, Paper Products Group 
of the Metal Box Company, who 
said that it must provide leader- 
ship, judgment, direction, and 
policy. 

Gilbert Smith, assistant man- 


. 
To Better Print 
ager (technical), Hazell, Watson 
& Viney, stressed the need for 
improved techniques in a critical 
review of materials. methods and 
machines. 

Speaking on the workers’ con- 
tribution, W. <A. Morrisoa, 
general secretary, National Union 
of Printing, Bookbinding and 
Paper Workers, said the appeal 
to the social conscience was not 
enough. He hoped that it would 
be possible to harmonise the in- 
terest of employers and em- 
ployed; to-day, their interest lay 
in effect, in producing better and 
cheaper print. 


#4 | PULP STOCKS UP 


Mr. Harold Wilson, President 
of the Board of Trade, stated in 
the House of Commons that the 
stocks of wood pulp for paper- 
making, industrial wood pulp, 
newsprint and other paper and 
board at the end of December 
1950 were approximately: 

Woodpulp for papermaking, 
234,600 tons; industrial wood- 
pulp, 41,900; newsprint, 99,000; 
other paper and board—paper- 
makers’ stocks only, 54,800. 

At the end of January 1951 the 
corresponding figures were: 
Woodpulp papermaking, 
236.000; woodpulp, 
42,000. 

The figures for newsprint and 
other paper and board for the 
end of January were not yet 
available. 


If America Gave Up 
1 Page In 100 


Warning of the possibility of 
serious unemployment in- the 
newspaper industry was given in 
Parliament by Wing-Commander 
E. Bullus (Cons.) criticising the 
export of newsprint. It was a 
fallacious idea that small papers 
meant big profits, he said. 

Replying, Mr. Harold Wilson 
said “It is a fact that a 1 per 
cent reduction in the United 
States consumption would enable 
us to restore all the recent cuts 
and get rid of tonnage rationing. 
We should also be able to 
resume free circulation on a six- 
page basis.” 


It Must Be Saved 


The Newsprint Rationing Com- 
mittee announce it has again been 
agreed this year that the news- 
print saved by the non-publication 
of newspapers on Good Friday 
must not be used for the purpose 
of extra sales or increased sizes, 
but must be retained in stock. 

The permitted consumption of 
those daily newspapers which 
miss one day's publication during 
the four-week period commencing 
on March 11 and ending on April 
8. will be reduced by one twenty- 
fourth. 


, for ; 
industrial 


More news this week on 
pages 430 and 432 
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New Members 
\s\ 


Lord Mackintosh of Halifax 
(Conference president and chair- 
man of the Organising Council) 
announces that the following 
have accepted his invitation to 
join the Conference's Organising 
Council: 

W. R. Balch, vice-president of 
the Publicity Club of London 
and a member of the Club 
Development Committee of the 
Advertising Association; joint 
“Rapporteur” for the Wednesday 
proceedings of the Conference. 

Roger Falk, director general o 
Betro; vice-chairman of D. J. 
Keymer & Co., Ltd; “Rap- 
porteur” for the Monday pro- 
ceedings of the Conference, and 
a member of the Programme 
Committee. 

Sir Robert Fraser, director 
general, Central Office of Inform- 
ation. 

W. Hinks, managing director, 
J. Walter Thompson Ltd.; “Rap- 
porteur” for the Thursday pro- 
ceedings of the Conference and 
a member of the Programme 
Committee. 

A. Everett Jones, a member of 
the Conference Programme and 
Youth Scheme Committees, and 
“Rapporteur” for the Conference 
Specialised Sessions. 

A. W. Burnett, advertisement 
director, Amalgamated Press. 


Overseas Visitors 


Lester Beall, designer of ad- 
vertising and a member of the 
American Institute of Graphic 
Arts, Art Directors’ Club, Society 
of Illustrators and American 
Designers’ Institute, who has been 
in business for 24 years. 

Paul Rand, art director of 
William H. Weinhaub Co. a 
member of the American Insti- 
tute of Graphic Arts, Art Direc- 
tors’ Club, and a Fellow ‘ the 
Royal Society of Arts. 

Arvid Dietrichson, director of 
Hoydahl Ohme Advertising 
agency, Norway, who has been 
in business for 20 years. 

Reidar Kjeld Sande, draughts- 
man in the advertisement depart- 
ment of Bergens Arbeiderblad (a 
daily paper) and a member of 
the Sales and Advertising Asso- 
ciation of Bergen. 

Jean Bonherbe, director of 
O.J.D. (Office de la Justification 
de la Diffusion des Supports de 
Publicité}—the equivalent of the 
Audit Bureau of Circulation over 
here—for 30 years, and for 20 
years before that a technical pub- 
licity consultant. A member of 
the French Publicity Federation 
and of the Paris Publicity Club, 
he is also secretary of the journal 
of the Bureau de Vérification de 
la Publicité. 

J. T. Rijkens, advertising direc- 
tor of KLM Royal Dutch Air- 
lines, coming as a guest of W. S. 
Crawford's Ltd. 


The new “Go,” which is being 
produced in association with the 


“Sunday Times,” has a_three- 

colour litho cover. A cut-out 

window frames a_ charming 
profile. 

OBITUARY 

pasties 


S. D. Toon 


Mr. Sydney Dunn Toon died 
suddenly on Saturday, at his 
home, Merton Croft, School 
Road, Hockley Heath, Warwick- 
shire, aged 63. 

Mr. Toon was chairman of his 
new company S. D. Toon & 
Associates Ltd., a team of artists, 
writers and designers to industry, 
and together with his friend and 
colleague over the past 27 years, 
Lt.-Col. R. Goldsbrough, was 
joint managing director of the 
well known advertising company 
of S. D. Toon & Heath Ltd. of 
Solihull. 

In addition to his business 
activities Mr. Toon was a prom- 
inent Freemason and apart from 
the numerous private lodges of 
which he was a member he was 
active as Assistant Provincial 
Grand Master for the Province of 
Worcestershire. 

He was also a past president 
and active member of the Avenue 
Bowling Club at Knowle and a 
member of the Copt Heath Golf 
Club. 

He leaves a widow and married 
daughter Mrs. D. Woodward- 
Court. 

The funeral service with 
masonic honours was at Solihull 
Parish Church on Tuesday, fol- 
lowed by committal at Lodge Hill 
Crematorium. 


G. B. Stephen 


Mr. George B. Stephen, of Art 
Publicity, 1 Carden Terrace, 
Aberdeen, died at his home last 
week. Mr. Stephen served his 
apprenticeship as a litho artist 
and was prominent in commercial 
art and publicity circles in Glas- 
gow for many years. 

Upon his demobilisation from 
the R.A.F. he founded the firm 
of Art Publicity in Aberdeen. He 
was a founder member of the 
Publicity Club of Aberdeen, and 
devoted leisure hours to water- 
colour sketching. 


Southampton 
CIVIC DAY 


Southampton Publicity Club 
held its annual civic day luncheon 
at the Dolphin Hotel, when the 
civic guests were welcomed and 
introduced by club chairman 
Councillor R. H. Hammond. 

The Mayor (Ald. Dr. G. H. 
Barendt) said a great opportunity 
was coming to the club. On the 
impact that Southampton made 
upon visitors would depend to a 
large extent the success of the 
Festival of Britain. It was 
important that visitors should 
have a high opinion not only cf 
the beauties of Southampton but 
of the people they met. 

“When I say we should crack 
up our town,” the Mayor added, 
“that does not mean that we 
should stifle all criticism. We 
should respect the democratically- 
elected government of the town 
and abstain from direct criticism.” 

He was glad the town had been 
honoured by being the first port 
to receive the Festiva] ship. 

The Sheriff (Cr. Mrs. M. 
Cutler), spoke of her respect and 
admiration for publicity men. 
She added this advice: “When 
you are glamorising women, 
remember we like to be con- 
sidered efficient as well, even if 
we are only ordinary housewives.” 


Leicester 


Resale Price 


Maintenance 
Mr. Tom Sutton of the British 
Market Research Bureau in a talk 
on resale price maintenance to 
the Publicity Club of Leicester, 
outlined most of the arguments 
used by those in favour of and 
in Opposition to the present 
system in the United Kingdom. 
He said that in spite of three 
official inquiries in the past 30 
years, we seem as far from a solu- 

tion of the problem as ever. 


ADVERTISER'S WEEKLY 
Berks and Bucks 


Newsprint: Six Weeks 
Safety Margin 


_ U.S. newspapers are consum- 
ing two-thirds of the total world 
supply of newsprint (67 per cent 
more than before the war) and 
they still clamour for more. That 
is the principal reason why 
Britain cannot get as much as she 
wants, according to Mr. G. S. 
Somerset, rationing secretary «f 
the Newsprint Supply Company, 
who spoke to the Berks and Bucks 
Publicity Club in Slough last 
Thursday. Canada is the bulk 
producer, and a year or two ago 
we could have had as much as we 
liked, he said, but the problem 
then was shortage of dollars. 
Now the dollars are available, but 
the Canadian mills, disappointed 
by our cancellation of contracts 
in the past, have diverted sup- 
plies elsewhere. Consequently, 
our safety margin is now down 
to six weeks’ supply. 

Yet we are, ourselves, export- 
ing twice as much newsprint as 
before the war! 

The club’s annual dinner was 
a great success. 


nf 


Travel Topics 


Commander R. G. Studd, 
managing director of the Poly- 
technic Touring Association ad- 
dressed Cardiff Publicity Club 
last week and spoke of the prac- 
tical value of a widespread ad- 
vertising campaign. te 

The part played by publicity 
in the management of a large 
scale world travel organisation 
was a large one. Personal con- 
tacts and modern publicity 
methods earned half a million 
dollars a year from America. 
Press advertising should be used 
intelligently. They must never 
expect too much from publicity. 
he said. It was only effective if 
backed by good organisation. 

More than 100,000 replies a 
year were received by the Asso- 
ciation as a direct result of large 
scale Press advertising. 


Rest of the Club News, in brief .. . 


The spring meeting of the golf 
circle of the Publicity Club of 
London will be held at Roehamp- 
ton, on Wednesday, April 18, a: 
2 p.m. It will take the form of 
a bogey competition from club 
handicaps. Entry forms can ve 
obtained from G. Millem, c/o, 
Sells Ltd.. Brettenham House, 
Lancaster Place, W.C.2. 

* * * 


The Publicity Club of Glas- 
gow has appointed Mr. George 
Stewart, Scottish manager and 
director of Rex Publicity Ser- 
vice, as its P.R.O. 

. * - 

Title of the talk to be given 

to Manchester Publicity Asso- 


ciation junior section by Mr. 
John Newton on March 20 is 
“The Important Point of 
Advertising.” 


Addressing the Publicity Club 
of Leeds Lt.-Col. Bernard H. 
Wood, vice-chairman, Harrogate 
Publicity Committee, said that 
the Press, politics, radio, tele- 
vision, and the spoken word 
could play a vital part in present- 
ing British opinion and products 
to the world. 
* * * 


Members of the junior section, 
Manchester Publicity Associa- 
tion, were taken on a conducted 
tour of Odhams, Manchester, to 
see the production of the Daily 
Herald. 

* * * 


Lady Tweedsmuir addressed 
the Publicity Club of London on 
Monday on the British Empire 
and the world to-day. Lord 
Tweedsmuir was also present. 


ae , re Set pe * eh vege il > SS ee age a Aa ee igs 
PS 411 hee 
Te a | 
GO atmicisure | j Club News - 
Co cil A , 7 ne Cnn nn . 
a oS rs 
: A\/ . ' \ : 
ork e A 

4 : + : 3 
Cnr  f ee 
x m2) 2 
x BE 4 ; 
a , 

: : i‘ 
| i 
| a 
3 | a. = 
| a . 
: _— 
: | 
\ | 
: 7 ——— — a ’ 


ADVERTISER'S WEEKLY 


WS ABOLT PEOPLE 


BS ng ore a 


Pie ae 


ek ek 


Mathew Crosse Joins 
Board Of R,.C.N. 


Rumble, Crowther & Nicholas 
Ltd. announce that Mathew 
Crosse has joined the Board of 
the R.C.N. agency. He will de 
the director principally concerned 
with merchandising counsel for 
clients. This is the first time that 
an :iddition has been made to the 
R.C.N. Board from outside the 
agency. 

Mathew Crosse will remain a 
partner in Mathew Crosse & 
Associates. This firm will con- 
tinue to confine its activities to 
the public relations field and will 
operate quite independently of 
R.C.N. 

* * * 

R. B. Greenwood, well known 
for his association with the 
national and technical advertising 
accounts of The General Electric 
Co., Ltd., has resigned from the 
company to become a founder- 
director of Marshall Green Ltd.. 
a new advertising agency with 
offices at 14a Cavendish Place, 
London, W.1. His co-directors 
will be A. W. Green and G. F. R. 
Marshall, both well known execu- 
tives from the J. Arthur Rank 
Organisation. 

* * 

C. H. P. Meldrum sailed back 
home to Australia on the 
“Strathmore” from Tilbury last 
Thursday. 

Mr. Meldrum joined Export 
Advertising Service Ltd, as an 
assistant account executive in 
1938. He was, previously, with 
an advertising agency in New 
Zealand, and came to this coun- 
try via the United States and 
Canada, gathering advertising ex- 
perience on the way. The staff 
presented Mr. Meldrum—a keen 
all-round sportsman—with a 
parting gift of his own choice, « 
pair of binoculars. 

* + * 

Johnson, Crosse Ltd. announce 
that Mrs, Athena Crosse, joint 
managing director since’ the 
foundation of the firm in 1947, is 
resigning from the Board with 
effect from March 31. Asa result 
of this decision Alan Campbell- 
Johnson will become sole manag- 
ing director, and subject to the 
consent of the Board of Trade 
it is proposed to change the com- 
pany’s name to Campbell John- 
son Ltd. W. S. Duthie, M.P., 
remains a director. Mr. Campbell- 
Johnson will shortly announce a 
new appointment to the Board 


James Caunt, editor-proprietor 
of the Morecambe & Heysham 
Visitor and president of the 
Lancashire, Cheshire and Derby- 
shire Federation of Weekly News- 
papers, has become a director of 
Manchester Weekly Newspapers, 
which publishes the Manchester 
City News Group, Wythenshawe 
Recorder and Stretford & Urm- 
ston News. 

* * * 

Miss Esta Eldod, P.R.O., 
Radiation Ltd., leaves for Brazil 
at the end of April and will be 
married in Sao Paulo on arrival. 
Miss Eldod has served with this 
company for 20 years with the 
exception of the time when she 
was seconded to the Women’s 
Royal Naval Service from 1940 
to 1946. 

. * * 

John Wittels has joined the 
Mather & Crowther copy depart- 
ment. 

7 | * - 

A. J. S. Butler has recently 
been appointed publicity manager 
of Batger & Co., Ltd., E.1, con- 
fectionery manufacturers for over 
two centuries. 

* * * 

E. B. Dobson, deputy chief 
sub-editor of the Sheffield 
Telegraph has been appointed to 
the new post of assistant London 
editor for the Sheffield Telegraph 
and Star. 

* * * 

L. D. Martin Brown, who 
joined Willsmore and Tibbenham 
(Norwich) Ltd., in! April 1950 
as general manager, has been 
made an associate director. 

* * * 

G. M. Rainbird, manager, 
4. N. Holden & Co., Ltd., has 
resigned to form his own firm. 
At present he is in Spain but will 
be back in this country by the 
middle of the month. 


S. G. Burgess 


Esta Eldod 
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Bearded Bernard 
Coaling, art direc- 
tor of Toon and 
Heath, _Birming- 
ham, made a lively 
defence of adver- 
tising when inter- 
viewed by David 
Martin in the 
B.B.C.’s “Round 
and About” maga- 
zine feature in the 
Midland Home 
Service. 


P. H. Baker who was appointed 
general manager of National 
Trade Press Ltd. early last year, 
and V. G. Sherren, one of the 
advertising directors of the com- 
pany, have both been appointed 
to the Board of N.T.P. Ltd. and 
its subsidiary companies. 

- * + 

A, W. Hatwell, a director of 
Horace Biggs Press organisation, 
went into hospital of Monday 
for an appendicitis operation. 

* * o 

S. G. Burgess has resigned 
from the position of company 
secretary, Modern Transport 
Publishing Co., Ltd., and accepted 
the appointment as director, St 
Francis Publishing Co., Ltd. Mr 
Burgess will be in charge of ad- 
vertising and circulation of the 
new publication Animal Life. 

* * * 

David Hayward has joined the 
Calcutta office of Grant Adver- 
tising Inc. as an account execu- 
tive. He previously was with 
Samson, Clark & Co., Ltd., as 
production assistant and assistant 
account executive to John English 
(who joined Grant-Calcutta in 
December 1949). Subsequently 
Hayward joined Auger & Turner 
Ltd. He will be working in Cal- 
cutta for Omega & Tissot 
watches, London Varnish & 
Enamel Co. and Parry & Co., 
Ltd., confectionery department. 

~ * * 

Elizabeth Wray has been ap- 
pointed editorial director of 
International Textiles. She was 
previously London editor. 


Mathew Crosse 


J. A. S. Morrison, senior liaison 
officer, Printing, Packaging & 
Allied Trades Research Associa- 
tion, is to retire from Patra at 
Easter, having reached the retir- 
ing age. The council of Patra 
is giving a luncheon to him at 
the Connaught Rooms next 
Wednesday. 

* * * 

Major Eamonn Rooney, pub- 
licity manager, Aer Lingus (Irish 
Air Lines) has left Ireland for a 
two-week visit to Switzerland. 

* ~ * 


Noel Hughes has resigned as 
editor of The Screen, Dublin, and 
has left Ireland to take up an 
appointment with a_ publishing 
house in Toronto. 

* * * 

Bernard Hodgson, managing 
director, International Textiles, 
London, is leaving for India on 
March 15 for a flying trip around 
the sub-continent. He will survey 
the mates for Europeans textiles. 

- 


_R. A. Rycroft, assistant publi- 
city officer at Bognor since 1946, 
has become assistant publicity 
officer at Bath. 

* . - 

Harry W. King, senior clerk in 
the entertainments department of 
Derby Corporation, has been 
appointed assistant  entertain- 
ments and publicity manager for 
Clacton. 

* * 

Major W. H. Dyer, Hastings 
publicity director, has volunteered 
to become chief warden in the 
town’s civil defence organisation. 

* * * 


Miss R. E. Prince-Bishop has 
again been appointed U.K. repre- 
sentative for the Lisbon Fair 
which will be opened at the 
beginning of May and, timed to 
end in September, will probably 
be extended till November. The 
Fair is again being directed by 
the proprietors of the newspaper 
O Seculo, which has reverted 
from State control to its previous 
owners. 

* - * 

A. Dubus, for 25 years an 
executive of Havas Ltd., has been 
appointed manager of W. H. 
Goodchild’s International Publi- 
city Agency. 


BRISTOL EVENING POST 


The Largest Circulation in 
the West 


THIS IS COVERAGE!! Each day | enter more than 135,000 homes of industrialists and 
agriculturalists throughout Bristol and the West Country. Send for Marketing Data t° 
MY HEAD OFFICE SILVER STREET, BRISTOL.1 — of — 


LONDON, OFFICE, 80 FLEET STREET, E.C.4 


' 
P| 412 Fe 
Po! ei) | 

Ni agg ar ¢ : 4 i | on 

; ! 4 Si a ' 
a = -" . - ‘ : . BE hae 7 
. a 

*, . . . ‘ 
~*~? *% a2 > + . 
: 
“B 3 

; | 5 
~ > a 
. es 
7 es : o- ay fe 
x ; , & | cs sf J i 
7 wi ia H 
a | 
; Fe PF FC : 
Se | iit 
<= A ; 7 
ay: — | 
. 3 N ‘ 
be SEB os . i AI a ; 
a , a oe |e . 


Marcu 8, 1951 


"Ss ARMY? 
@ HOW STRONG is TITO Brig. Fitzroy Maclean 


ARVES 


Poirier 
Marcelle _Poirie 


“ QUEEN 


enew WAYS WITH sc | 
ELIZABETH 

SPRING CLEANING = Hilde Marchant 
9 


ITS PASHA 
© MARRAKESH —AND Rom Landau 


T STORY by” 


® SH OR John Pudney 


Vera-Ellen star of ““Happy,Go Lovely."’ 


WORLD AFFAIRS + FASHION 

SPORT * MUSIC + TRAVEL 

FILMS + ART + HUMOUR 
THEATRE FICTION 


NATURAL HISTORY + SCIENCE 


G. LINDLEY SPARKES 
ADVERTISEMENT DIRECTOR 
114 FLEET STREET, LONDON, E.C.4 
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It's Time To End The 
‘Stuffed Shirt’ Era 


Bees business men who attended the Dollar Convention 


at Eastbourne were given sound advice on how to sell in 

the hard-to-win markets of North America. They learned 
many tricks of trans-Atlantic trading and heard of innumerable 
technicalities essential to successful sales campaigns in the United 
States and Canada. 

Many thousand words of wisdom were spoken, but it was the 
cryptic comment of motor magnate Sir William Rootes which 
brought the dollar chasers face-to-face with the realities of the 
marketing problems they are studying. He declared: 

“In everything that appertains to salesmanship, advertising and 
publicity we have got to take the starch out of our stuffed shirts.” 
That is advice which might be applied to advertising in Britain 

as well as to marketing overseas; it crystallises in hard-selling 
language the essence of salesmanship. 


= * = 

Imaginative methods are essential in overseas markets where 
the home manufacturer has all the advantages of local knowledge 
and the pulling power of patriotism which are denied to the com- 
peting exporter. 

Outstanding examples of British advertising in America are 
winning international fame and honour. Typical is the campaign 
for Guinness. Tests showed that good as the stout may be for 
Britons, “Guinness is good for you” was not the slogan for America. 
A new style campaign was designed, with fresh slogans tuned to 
American tastes: “Guinness with lobster” proved more palatable. 

Sir William Rootes gave another example of the kind of 
adaptation which wins dollars. One of his own organisation’s 
cars sold better when displayed in a grocer’s store with an announce- 
ment that, pound for pound, the vehicle was cheaper than steak. 

Such is the stuff that record sales’ charts are made of. 

a . * 

This is not, alas, always the case. Only this week the Manchester 
Guardian features a despatch from Alistair Cooke who roundly 
condemns the failure adequately to publicise the recent tour of 
the D’Oyly Carte Opera Company in the U.S.A. A potential 
dollar-earner arrived in New York “with no more fanfare than a 
consignment of Portuguese sardines,” an offer of a five-page spread 
of colour photographs of the company in a famous magazine 
having teen turned down on the ground that the D’Oyly Carte 
does not do such things. 

Away with the “stuffed shirt’ outlook in Britain, too! The 
advertising industry must never stand still. Its task is to tear 
away obstacles to the economic distribution of goods and the 
efficient propagation of ideas. If the challenge is not accepted, 
organised advertising will have failed itself. 
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To-morrow’s Topics 


Dictionary Of 


Ad. ‘Language’ 


N April experts from eight 
countries will meet in Paris 
to complete plans for a revised 


edition of Terms Commonly Used 


In Distribution And Advertising 
—the international dictionary of 
advertising “language.” 

Under the wing of the Inter- 
national Chamber of Commerce, 
headquarters Paris, work has 
been going on for over a year 
since it was suggested that the 
old several-volume, seven lan- 
guage edition (English, French, 
German, Italian, Spanish, Portu- 
guese, Swedish) should be ex- 
panded to include Dutch. 

A two-man committee was set 
up to consider ways and means 
of doing the job: Sinclair Wood, 
of England, and Francis 
Elvinger, of France. 

When the experts meet next 
month they will have before them 
a British plan to include 1,500 
phrases in one volume. Designers 
are H. Deschampsneufs and W. 
Cross, of Pritchard, Wood and 
Partners, who have had tremen- 
dous help from Eliot Warburton 
and others. 

If all goes well, the new edition 
should be out in the autumn. 

= _— _ 

Mr. Cube will come under fire 
at the Easter conference of the 
343,000 strong Union of Shop, 
Distributive and Allied Workers. 
A_ resolution on the agenda 
objects to the little man's part in 
the sugar manufacturers’ cam- 
paign against — nationalisation. 
Union leaders will be asked to 
press the Government to bring in 
legislation to make it illegal to 
use packages of commodities 
“for the purpose of political 
propaganda.” 

—* 


Doctors’ Shock 
For Advertisers 


IG national advertisers of 

prepared foods and drinks 
are in for shocks if they want to 
buy space in Family Doctor, the 
new British Medical Association 
popular monthly to  appea. 
March 20. 

They may have to change 
their selling slogans to con- 
form to the strictest standards 
yet laid down in this country. 
Advertisers may expect that the 


B.M.A. will out-code the Code 
of Standards of Advertising 
Practice. 

None of the nimble phraseology 
which has carried some advertise- 
ments over ethical hurdles into 
newspapers and general-appeal 
magazines will be allowed. 

Before issue the magazine has 
substantial orders for overseas 
circulation. Initial print order is 
250,000. Paper supplies permit- 
ting, net sales may top the half- 
million mark by the end of the 
year. 

—_— —- —— 

If the Government continues 
its pressure on medical practi- 
tioners not to prescribe branded 
preparations there may soon be 
a surprise in the pharmaceutical 
world. At last one firm of world 
repute will consider the advis- 
ability of advertising its ethical 
preparations to the consumer 
market. So far, such products 
have been advertised only in the 
medical al and trade Press. 


£50,000 Wool 


Export Drive 


IFTY thousand pounds is to 

be spent by the end of July 
on the promotion of British 
woollen goods throughout the 
world. 

Spearhead of this _ publicity 
drive organised by the National 
Wool Textile Export Corporation 
will be aimed at the dollar mar- 
ket. Abbott Kimball Company, 
of New York, have been engaged 
to launch a three-pronged cam- 
paign. 

There will be advertising in 
trade and consumer publications, 
also high-pressure merchandising 
in the American manner. A re- 
tailer service will give selling 
hints, provide selling literature. 

— —_— = 

Before he _ introduces his 
Budget, the Chancellor of the 
Exchequer will be asked to con- 
sider representations by _ the 
Federation of British Industries 
on the question of purchase tax 
on packaging materials. The 
arguments posed in favour of ‘ts 
abolition will point out that not 
only is tax payable on packaging 
materials but the value of the 
materials plus tax has to be taken 
into account in calculating the 
wholesale value of goods. Tax, 
therefore, is payable on tax. And 
this, contends the F.B.1., “cannot 
be but wrong.” 
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“That’s the one I want, Ken” 


68, Montrose Road, Wealdstone, is a council house 
—rent 24/5d.'a week. Living there are Kenneth 
and Joan Watson and three little girls Jean, Vivian 
and Pamela. 

Kenneth is Joan’s second husband, for Jean’s Daddy 
was killed in the war. Out of his wage as an engineer 
in a near-by factory, Kenneth allows Joan £5.10s. 
for housekeeping alone ; in addition she has an 11/- 
a week pension for Jean and a 10/- family allowance. 
They are therefore able to live well. Right now, 
Joan is trying to persuade her husband to buy her a 


washing machine. One feels she will succeed—she has a 


way with her, and Ken is due for a hefty bonus shortly! 
With the redistribution of income and ourchasing power 
which has taken place in recent years, families like the 
Watsons have come into the market for many luxury 
products. Among the 5,165,253 families who read the 
Sunday Pictorial each week are many like the Watsons. 
The Sunday Pictorial goes right into the home on 
the best advertising day of the week 
On a 
thousand basis, the present space rate is actually 10.9% less 
than pre-war, and the new rate from June 3rd will be only 
7:8% above 1939. 


the day when 


you can read at leisure. square inch per 


Sunday Pictorial 
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T is the year a.p. 3951. A 
man walking across a field 
sees something on the ground 
and stooping, picks it up. It is 
a small brown bottle. Curious, 
he puts it in his pocket and, 


ae 
[Keystone Studio 


Market is assured. But what will 
they say in A.D, 3951? 


later, takes it to the curator of 
the city museum. 

“Hm” says the curator, “20th 
century, | should say. Many of 
their glass containers were ugly, 


though this is one of the ugliest 
I have seen. Used for food no 
doubt, probably some kind cf 


paste. But how did they get it 
out? The spoons they used at 
that time would have been too 


large to go into the neck of the 
bottle and they must have had a 
difficult job digging the contents 
out from those sloped sides. 
Heavens! What a weight it is, 
what could have been the pur- 
pose of wasting so much glass?” 

“What really surprises me,” 
continues the curator, “is not so 
much the obvious lack of 
esthetic sensitivity in domestic 
and everyday objects; it is the 
lack of practical common sense 
in devising articles for conveni- 
ence in use... .” 

Mercifully for the reputation of 
twentieth century civilisation our 
fortieth century friends did not 
see the paper label which was 
originally attached to the surface 
of the bottle. 

This label (we are back in the 
1950's) bears the word Bovril and 
the address Of the makers in the 
uninspired style usually reserved 
for handbills and bus tickets. 

A lion rampant with a half 
naked man on his shoulders is 


Kents Own Picture Paper 
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depicted in a circle for the 
artistic enjoyment of those whose 
partaking of the beverage is fol- 
lowed by the miraculous ability 
to perceive the microscopic. 

Why is the Bovril pack so bad? 
Probably, because they think it 
does not matter: their market is 
assured. 

To modify 
“Sweet are 
opoly!” 

* . . 


Shakespeare — 
the uses of mon- 


THERE ARE MANY opinions as 
to the benefits granted to the 
post-war population by the pre- 
sent government, but one thing 
they have done for which I am 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


sure most of us are grateful. They 
have galvanised one of our 
greatest manufacturers of pack- 
aged products into brightening up 
his previously mundane cartons. 
I refer to Tate & Lyle, who are 
one of the few firms using 
humour in their packaging. They 
have of course a special purpose 
in this but there are several 
American packs containing ord- 
inary domestic products which 
sell on a humorous theme. 

The question whether humour 
is a good thing in packaging has 
the same answer as the question 
about humour in advertising—it 
devends on your product and 
your purposes. Neither purpose 
nor product was clear when I 
noticed this quaintly amusing 
Veritas carton in the village shop 
the other day. Most of the cot- 
tages in our village are lit by gas 
ané@ perhans the inhabitants see 
nothing odd in the ancient 
humour which fits in well with 
the Victor‘an prints I] have seen 
on some of their walls 

But why cannot we have some 


of our modern cartoonists to 
brighten up our present day 
packs? Why not? 

- * i 


THE SNOBBERY WHICH pretends 
that culture and fine art exist only 
on the other side of the English 
Channel extends to the field of 
packaging design; there are many 
people who applaud continenta! 
packaging like they applaud con- 
tinental cooking — indiscrimin- 
ately. It is with patriotic smug- 
ness therefore that I hold up for 
critical inspection this Swiss 
cheese pack. 

To call it overcrowded would 
be a kindly understatement. it 
was not until I had opened the 


[Keystone Studio 


Quaintly amusing—but oh! for a 
Giles or a Vicky to bring things 
up to date. 


box and seen the brand name on 
the individual labels inside that 
I noticed that the name appeared 
also on the top. The design of 
this pack is an excellent example 
of the visual bewilderment that 
results from trying to say too 
much at once. The eye wanders 
back and forth from medals to 
heraldic signs and from one word 
to another without being able to 
take in anything at all. The word 
Switzerland appears no less than 
four times: had it appeared once 
in a less cluttered environment 
it would have been far more 
effective. 

The only thing I really do like 
about this pack is something 
which is not peculiar to this brand 
or country; that is its basic cir- 
cular box design, with the 
triangular shaped cheeses. It ts 
quite obvious that the attractive 
system of wrapping processed 
cheeses in silver paper and pack- 
ing them in conveniently sized 
boxes has a great deal to do with 
their success. 

* * * 


IN THE MANUFACTURE of custard 
there is nothing like monopoly 
and many things very like first 
rate packaging. 

The design on the Brown & 
Polson carton (p. 418) for instance 
is del ghtful. Anyone who has 
ever tried to create an illustration 
that depicts a hackneyed subject 
in such a way as to give it newand 
sparkling life knows just how 
difficult this is. The exceptional 
cleanness and freshness of this 
picture owes much to the wise 


{Keystone Studio 


“Overcrowded” 
kindly 


would be a 
understatement. 
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HABIT FORMING 


The Birmingham Post is the daily morning newspaper with the most regular readership in the Midlands, 
It is purchased by the young Midlander when he starts smoking and thinks about getting married. In 
thirty years time he will probably read in it a report of his speech at the Annual Meeting of his 
Company. It is unashamedly provincial from title to imprint. It sees the world through Midland 
spectacles and reports to Midland men and women — undergraduate or Faculty Dean, head typist or 
Board Chairman. It is the ideal medium for covering one of the most compact “A” class markets 
in Britain. 


To cover the Midlands first cover Birmingham 


The Birmingham Post 
Morning Daily Member of A.B.C. 


Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamworth, Walsall and Wolverhan pion 
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FESTIVAL OF BRITAIN 


Following the supplement on_ the 
LC.C. LANSBURY live architecture 
site, to be published in the issue of 
April 6th, THE MUNICIPAL 
JOURNAL & PUBLIC WORKS 
ENGINEER will run special features 
dealing with other aspects of the 


Festival in the issue of April 20th 


and onward. 


The Journal is the foremost medium 


for Festival advertising . . . 


... it is the first publication in the 
local government field in which space 
has been reserved by the Festival of 


Britain Authorities. 


With a readership of 60,000, consisting 
of the chief officers of every department 
in the 2,032 local authorities in the 
United Kingdom, the Journal gives un- 
rivalled coverage of the £2,000,000,000 


municipal market. 


J 
PUBLIC WORKS ENGINEER 


3/4 Clement's Inn, Strand, London, W.C.2 
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Lo 


choice of blue as a background 
colour for the tablecloth. 

Blue does not rate very high 
for visua] impact and its coldness 
makes it unsuitable for any pro- 
minent part in food packs. Here 
however there is just the right 
amount of surface coloured in 
just the right shade of blue to re- 
mind us of brightly clean china on 


Apron es 
coamsioun wamvenctuases m ro em Tet ome 


CUSTARD 


POWDER 


(Continued from page 416) 


Brown i Polso, 


ST Ey gr 
“<P 
A a 


(Keystone Studio 


Exceptionally clean and fresh—because of the wise choice of blue— 
and worthy of a Festival showing. 


the larder shelf. The custard 
colour on the top half of the car- 
ton reiterates the pack’s emphasis 
on the product and the type is 
delightfully selected and spaced. 
If there is a section in the 
Festival of Britain for the display 
of good examples of inexpensive 
packaging the Brown & Polson 
carton should surely be there. 


The publicity campaign for 
Crookes’ lodine Oil is an example 
of very thorough coverage of a 
market by Press advertising, 
point-of-sale display, and a 
consumer's advisory service. 

Following up nine months’ 
advertising in the sporting Press, 
the counter display (left), to fit 
over a 1 oz carton, and the 
window showcard (centre) were 
issued to chemists. Circle on 


showcard—yellow Day-Glo on 


RUBBING IT WELL IN 


black—can be slipped on during 
winter months. 

Leaflet (right) gives simple 
massage instructions to athletes 
who write in response to invita- 
tion in Press ads. The hand 
holding the bottle is accompanied 
in all publicity by the slogan. 

The scheme was planned and 
executed by Crookes’ agents, 
T. G. Scott and Son Ltd. John 
Swain and Son Ltd. were the 
printers. 
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H E SITs, benevolently stern, amid a hush of awestruck 
satellites. In the pale distance, typewriters and typists 
chatter busily. Office boys, though on tip-toe, manage 
to jingle secret tea cups. Secretaries weave a circle 
round him thrice, closing their eyes in holy dread. For 
surely he on honey dew hath fed... ? 

It is the time after lunch. It is the time when he turns 
to The Economist. It is the time when, seeing himself 
perhaps reflected there, he is most happy. And it is the 
time when all good advertising men will wave their eager 
claims to catch his worth-while-catching eye. For as 
he believes in his work, so he believes in The Economist. 

And that is why, as he relaxes now, those feet upon 


THE ECONOMIST :; 


22 RYDER 


ADVERTISER'S WEEKLY 


his desk are smoothly covered by Lotus shoes; that clock 
that beckons him towards a conference is made by Smiths; 
that reassuring safe by Chubb; that cigar by Balkan 
Sobranie; and that warm, benevolent glow bestowed 
upon him by Martell. 

Do not fear the dangerous tycoon. Mect him, at 40 
shillings a page a thousand, in The Economist; and he will 
smile upon you. 


The Economist 


the favourite periodical of 
Britain’s business and industrial leaders 
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Twas Britain and the battlenews 
a fill the papers, front and, back, 
cagey were the sho 
Pw» & Pping queues, 


gross sales grew slack. 


"Beware 
the Bott/, 
e 
* aad the Vicious Cireh sees, 
furiously rm think Som 
> 


His Lithembos he took in hand, 
4 seal on every pack he stuck, 


A glowing jewel each sea/ looked grand 
Sivas trowledge, nop yust lick. 


¢ thr 
One, two! One two! ond through € ver” 


was gu! 
Each - yi ° agen They tobe, the vail 
The Big as good as J? 


' 
Twas Britain 
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BAADADDADDDD A. 
Lithembos seals are pr nted or em- 
bossed on paper and on metal. Write 
for free samples and see for yourself 

their glowing elegance. 


¢ 
C WALSALL LITHOGRAPHIC CO. LTD. 
™~ 


IDLAND ROAD, WALSALL 


4 and 29. LUOGATE Will. LONDON. E.C.4. 


Wustrations after Sir John Tenniel by permission Walt Disney-Mickey Mouse Ltd. 
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Fragrance? 


Tt Smells 


HERE used to be a 
I homeopathic — treatment 
for drinkers which con- 


| sisted of putting their particular 


form of ruin into everything 
they ate, drank and used—even 
into their bath water. Perhaps 
successive Chancellors of the 
Exchequer have been more 
effective than the doctors in 
reducing excessive drinking; 
maybe the cure is still used. 

But there is certainly one copy- 
writer in London who seems 
never to have heard of it. 

She (surely it was a she) wrote 
a piece of copy headed “Number 


PRINT REVIEW 
by 


Brian Hilton 


One Perfume Terrace” on page 
three of “Fragrance Fashion” 
dated February, 1951, and 
described in a running head as 
“A Fragrance Bureau Press 
Release.” 

Among the many things I have 
never heard of is the Fragrance 


| Bureau, and I never saw a Press 


release like this one. Indeed, | 
don't think we are intended to 
take it seriously as a release of 
news to the Press. It is written 


| in that kind of gushing copychat 


which is regularly satirised in the 
ADVERTISER'S WEEKLY Christmas 
Number, but which one seldom 
comes across—in this country, at 
any rate. 

Front page article is headed: 
“Petula Clark—fragrance girl of 
the year.” What a burden is 
thrust on those slim shoulders! 
At the end of 300 words of drivel 
about her likes and dislikes 
(“Paris is such a perfume-minded 
city”) she is reported to be fond 
of what she calls “woodsy” 
perfumes. Her fans will oe 


| delighted to hear, also. that she 


is saving up for a really large 
bottle of one of the spicy 
perfumes newly on the market. 

On page two is a “Memoran- 
dum to a Man.” advising him 
how to choose perfume. He is 
told to test it by putting it on 
his skin, but “if you jib at 
perfume on your skin, get the 
assistant to test it on her hand.” 

However. all is bound to be 
well, for finally mere man is told: 
“Choose the perfume vou like 
best. She will be charmingly 
complimented and bound to like 
it too.” 

There's not a word of comfort- 
ing advice on how to choosre 
perfume for his own use. But 


he is not completely ignored, poor 
darling, for a stop press item on 
the back page printed in the 
pinkest of pink ink quotes a 
famous actor (not named) as 
suggesting that men return to the 
popular Elizabethan habit of 
using the same scent as their 
current lady-loves. He might 
have added that perfume was 
popular in those days because 
baths were not. 

As if afraid that she might run 
out of space before the perfume 
ran dry in her pen, the copywriter 
lets herself go in a really good 
leg-pull on page three. Here she 
takes us into Number One 
Perfume Terrace, a house which 
would make me sick in five 
minutes. There’s perfume every- 
where. On the bedroom dressing 
table, of course, and in the 
lingerie drawer, but also on 
pillows and cushions. In _ the 
drawing-room: “What else but a 
natural fragrance breathed out 
from flowers or sachets tucked 
behind the curtains to catch and 
perfume each breath of air. More 
sachets are tucked down into the 
loose covers of the chairs.” 

Even the kitchen is not free of 
this all-pervading perfume to help 
the little woman “fresh and cool 
during cooking hours.” 

“Do vou live at Number One 
Perfume Terrace?” asks the last 
line of copy. “It is vacant if 
you care to move in.” 

Vacant, even in a_ housing 
shortage! And I don’t wonder. 
Personally I'll settle for the old 
suburban homestead and a bottle 
of Airwick. 

* 


* 

A REALLY JOLLY little book 
(I'm still under the influence of 
the perfume) has been published 


Comes nicely to the hand. 


by John Jameson, the famous 
Irish whiskey people, with the 
title “Soverigne Liqueur.” It is 
unpretentious but extremely well 
produced (by Crawfords). The 
(Continued on page 422) 
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MAY TOSI oct remontor 


for both these influential technical publications 
~~ 


‘ ere 
THE OVERSEAS ENGINEER 
Apes < SUF 


Once again the British Industries Fair Issue of this 
well-known authority on British Engineering will be 
closely studied by engineers and industrialists 
abroad. This is the time when new developments 
and improved processes are made known and the 
May issue of ** The Overseas Engineer "’ will carry 
advance details to all parts of the World in its 
comprehensive preview of engineering exhibits 
at the Fair. Here is an issue of outstanding 
importance, and an opportunity that 
should not be missed by advertisers 
to the engineering export 
market. 


: 


* a 
= 


All exhibits at the British Industries Fair 
signifying light-alloy progress in material and plant 


will be featured in a detailed and illustrated 


preview in the May issue of ‘* Light Metals.’’ 
This authoritative survey of British progress 
in the light-alloy field will be carefully 
read by technicians and engineers at 
home and abroad. Will your product 
be adequately represented in 
this important issue ? 


TEMPLE PRESS LIMITED 


BOWLING GREEN LANE, LONDON, €.c.1. TERMINUS 3636 


Space buyers are advised to 
THR MOTOR SHIP . THE LIGHT CAR make early reservations. 
THE MOTOR BOAT AND YACHTING - LIGHT METALS 


THE MOTOR - THE COMMERCIAL MOTOR * CYCLING 


PLASTICS © THE OVERSEAS ENGINEER * THE AEROPLANE 


FARM MECHANIZATION . MOTOR CYCLING THE OlL ENGINE AND GAS TURBINE 
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COLOUR MATCHING 
MADE Wich EASIER! 


ay) Of) 


Wg) 


Pe ae 


, 
Nothing can make colour matching an easy business. Subtle variations in 
paper and the obvious (to a printer !) differences between the colour 
values of an original sketch and the shades obtained from printing inks 
conspire to make accurate matching the work of an expert . . 
idealist. But, the Winstone ‘* Colour Finder '’ can be of inestimable assist- 
ance to the harassed Studio director or print-buyer —150 scientifically 
arranged colour variants, of standard Winstone Inks, make accurate colour 
comparison much easier! If you suffer from colour-trouble send today for 
this uniquely practical aid, now available, free. art he 


ce” a re 


B. WINSTONE & SONS LTD. 


** 


150 CLERKENWELL ROAD 


. and an | 
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Print Review—continued. 


medium 16mo size gives a rather 
square page, but this comes nicely 
to the hand, while the carefully 
balanced margins make a well- 
proportioned page. 

The book tells the story of the 
manufacture of whiskey. Each 
left-hand page carries a bled-off 
all-round drawing, and each right 
hand page text set in Perpetua, 
which has been quite wel] treated 
by the offset printing. 

The illustrations are by F. 
Middlehurst, who has achieved a 
happy blend of pictorial accuracy 
and free drawing. 


* * * 


Tae counci of Industrial 
Design has selected for the 
Festival stock list a booklet 
issued to the pottery trade by 
Johnson, Matthey and Co. Ltd. 
It publicises the Matthey on-glaze 
transfers by means of which 
designs may be applied to plates 
and cups and saucers. 

The book was chosen for its 
fine colour printing. And very 
fine indeed it is. Register is 
absolutely perfect and colours are 
clear. James Cond, of Birming- 
ham, who printed the job used 
Gem Tone ink to get rich quality. 

Another feature which 
appealed to the selection board 1s 
the inclusion of a _ separate 
instructional leaflet for factory 
use, which is tucked into a wallet 
in the back cover. 

The typography is 
though not exciting. Our old 
friend Baskerville is given an 
airing and in 12 pt. well leaded 
looks good. Gill is used for the 
running head. Headings are set 
in two lines in the margins, and 
between text and headings is a 
maroon rule running down the 
length of the page about a pica 
distant from the type. This 
strikes me as being self-conscious 
and fussy. On pages without 
headings it is a superfluous 
decoration. 

There is a series of excellent 
black and white photographs 
depicting various processes which 
are well arranged and equally well 
printed. The booklet was 


sound, 
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designed by John Adams (Publi- 
city) Ltd., of Birmingham. 
* * * 


A LBAFLET for a’ gas water 
heater which has a picture on the 
front with no gas, no water and 
no heat seems to be a novelty in 
the gas industry. Making its first 
public showing at the Ideal Home 
Exhibition this leaflet, produced 
by Gollings for Ascot Gas Water 
Heaters Ltd., has a delightful 
drawing by Littlewood- on the 
front showing a young woman in 
blue arranging a bowl of tulips. 
The headline is “Lady of 
Leisure.” The job was printed 
six colours offset, with colour 
illustrations inside. Copy is in 
the same light vein. 

Not until the back cover is 
there a picture of the heater and 
an actual specification. 

* * a” 


“YOUR FUTURE in Aijircraft 
Engineering: A Guide for Boys 
and their Parents” is a 24-page 
quarto booklet issued by the 
Society of British Ajrcraft 
Constructors Ltd., as part of a 
training scheme. It is a 
thoroughly worth-while job, and 
well executed. 

I wonder, however, whether 
the blue cover, on similar stock to 
that used for Government blue 
books, is quite right. Blue is also 
used as second colour inside. 

If there is anything in the 
psychology of colour (and surely 
there is) this choice seems to me 
to be unhappy. 

Blue is a _ cold, unexciting 
colour; and on book covers has 
associations which are not 
attractive to people unaccustomed 
to reading Government blue 
books. It should never be for- 
gotten that one of the most 
popular papers among young 
people is the Daily Mirror, and 
a great majority of parents of the 
lads it is hoped to recruit are 
readers of the popular Press. 1 
do not suggest that this aircraft 
book should have been planned 
on quite such “popular” lines, but 
it strikes me as being a trifle 
austere for its purpose. 


LONDON, E.C.! , 


MATTHEY 


ON GLAZE TRANSEERS 


Chosen for the Stock List. 
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: GRVES 


The Case of the Flowering Fly-paper 


The Sundew grows on marshy ground here and there 
in Britain. If you happened to be squelching through 
its little patch of bog in gumboots you wouldn’t even 
stop to look, it’s so insignificant. To humans. 

To flies, on the other hand, the Sundew is a cross 
between destiny and a toffee-apple. Those bloblets 
you see on the ends of its whiskers are the stickiest 
sort of gum. The moment a fly touches one, he’s 
nabbed. If he struggles, he’s in deeper than ever. 


Then slowly, slowly, the astonished fly, staring with 
helpless fascination through his million-odd eyes, sees 
the edge of the leaf beginning to curl over on top of him... 
Sometimes somebody asks how it is that The 
Countryman’s 67,000 subscribers stick so close and 
so long. Is it gum? Is it glue? Is it genius?... 
“Try for yourself,” says The Countryman. “See 
whether you can resist it” (and makes a note on his 
blotting pad. . . “(7,001 ”). 


The Countryman 


Now in its twenty-fourth year, The Countryman is selling over 67,000 copies per issue ; and the subscriber-demand steadily 


increases. There is scarceiy a human need that cannot be successfully made known to monied people in its advertisement pages. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN’, 10 BOUVERIE STREET, E.C.4. TELEPHONE : CENTRAL 9161 
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In his review of the new films PAUL NUGAT has 
particular praise for a film about steel which has ‘the 
supreme virtue of being adult.” 


ducers most thankless jobs 
to make a “‘star” out of steel 
and cement. Three such efforts 
are among this month’s films. 
In John Laing & Son Ltd.'s 
latest film, “Concrete,” Industrial 
Colour Films’ director John 
Mallinson has struggled manfully 
in Kodachrome to put some life 
into the massive inertia that is 
the basic quality of concrete. 
To anyone jnterested in civil 
engineering and _ architecture, 
neither the science of producing 
good quality concrete nor its 
varied application in construc- 
tion will appear to be novel. But, 
there will be many who have not 
had the Opportunity of watching 
a mobile twinbatch paver as it 
mixes and paves concrete at one 
and the same time. The film 


was made on 16 mm. 
* * . 


I: is one of the film pro- 


ITH feelings on the nation- 
alisation of steel reaching 
a point where they resemble an 


ingot emerging from a furnace, 
the Iron and Steel Federation 
are to be congratulated for the 
quiescent note of propaganda 
that runs through “River of 
Steel,” an animated colour car- 
toon film, made by Wm. Larkins 
& Co. 

The same team, which pro- 
duced “Enterprise” (reviewed on 
February 8) have applied their 
wit and imagination to show how 
steel is made, what a steel-less 
world would look like, and the 
part it plays in our life (from 
bridges right down to the safety 
pin of a nappy). If this film is 
less impressive than “Enterprise,” 
it is so because the technique of 
showing a “magic carpet” of 
steel parts floating through the 
air like surrealist migrant birds 
becomes stereotyped when re- 
peated thrice, to show the role 
of steel in transport, building, 
and our homes, 


Nevertheless, it is a far more 
distinguished film than most, with 


COMMERCIAL FILMS 


STEEL AND CEMENT ARE THE STARS 


and many others. 


EXCLUSIVE ON OUR SCREENS 


are shown overseas wherever 
there are British personnel, wives 
and families, with unequalled 


shopping facilities — a public 
you cannot reach any other way. 


INCREASE YOUR SALES 
AND PRESTIGE 


SCREENS WO 


EXCLUSIVE IN THEIR FIELD 


Andrews Liver Salts, Brylcreem, Biro, Cherry Blossom 
Boot Polish, Gillette, Kolynos, Lux Toilet Soap, Lifebuoy 
Toilet Soap, Gibbs S. R., Martell Cognac, Mars Bars, 
Moss Bros., W. H. Smith & Sons, Toni Home Perm, 


Producers and Distributors of Ad- 
vertising Films and Filmlets and 
sponsored subjects of any length. 


Guaranteed distribution facilities. 


REGENT FILM CORPORATION LIMITED 
National House, 60/66 Wardour Street, London, W1 Gerrard 2152/4 


OF THE 


the supreme virtue of being 
adult. 
* * 

UT of the research labora- 

tories of Thos. Firth & John 
Brown Ltd. comes a film offering 
about the production of high 
grade alloy steels by the electric 
are process. The offering is, I 
understand, designed to embrace 
the interests of technical associa- 
tions, engineering students and 
apprentices, and the firm's pros- 
pective customers. 

“Sound Steel,” a 27-min. Koda- 
chrome film on 16 mm. is an 
amateur film in the sense that 
apart from the sound recording 
made by Pathé, it is an internal 
production. Remembering that no 
amateur unit possesses the light- 
ing equipment of the profes- 
sional, the colour photography 
gives most satisfactory results. 
The film's weakness lies in its 
diffuseness, which is the inevit- 
able penalty of trying to reach 
diverse audiences with one film. 
As an example, the “plugs” for 
the firm’s name, which are 
acceptable to a buyer. will not 
be tolerated willingly by tutorial 
staffs of colleges. 

* * * 

HE development of self-ser- 

vice stores and shops in 
Great Britain (there are now 
more than 500 of them) has been 
made the subject of two film 
strips by the Self-Service Devel- 
opment Association, formed some 
six months ago. The strips them- 
selves are largely a compilation 
of photographs, showing grocers’ 
shops, before and after conver- 
sion to this method of trading. 
The main points brought out in 
the accompanying commentary 
are quicker and easier shopping 
for the housewife, the fittings 
required to display the goods, 
techniques in packaging, the 
system of cash registering the 
goods purchased, arrangement in 
logical sequences of goods 
according to type, the labelling 
of goods, and their favourable 
effects on turn-over. 

* . * 

NE method of obtaining 

sponsorship for an_ enter- 
prise originally unsponsored is 
to achieve a coverage which 
arouses enthusiasm. Two camera- 
men of the Pathé Pictorial Unit 
set out to cover the International 
Alpine Rally. 1950, for a news- 
reel item. They completed the 
exacting mountainous course 
themselves, and returned home 
with pictorial material which has 
made a_ two-reel documentarv 
entitled “Thoroughbreds All,” 
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and which now bears the spon- 
sorship of the Nuffield Organis- 
ation. The success of the Riley 
team in the Rally no doubt 
explains the rapture of the 
Cowley Works and the tendency 
to be rather too keen to plug 
their success. But not even this 
fault can detract from the pic- 
torial merits of a film which 
glimpses more beauty than any 
competitor in the Rally found 
time to absorb. 
* * * 


HE nearest thing to shock 

therapy in films comes from 
the Army Kinema Corporation, 
who will be sending out to Army 
driver training establishments 
“Road Sense,” a four-part train- 
ing film on road safety. 

Each part deals with common 
hazards of driving. The film, far 
from leaving the consequences of 
breaking the rules of good driv- 
ing to the imagination, spares 
none of the gruesome results. 
Verity Films. who produced it. 
have found the right psychologi- 
cal approach to assure a long 
life for this film. 

* * * 
HE Army is again to the 
fore, in one of the two 
National Savings Committee 
films which have just been pro- 
duced. 

How to save some pay during 
one’s period of national service 
is the theme of “On National 
Service,” a 20-minute film made 
by British Films Ltd. Most of 
the film depicts the kind of life 
and opportunities awaiting the 
keen young man wanting to learn 
a trade that will be useful after- 
wards. The film, directed by 
William Hammond, should be 
very well received by youth 
clubs and cadet corps. 

* * * 


T a show of recently com- 
pleted advertising films by 
Pinschewer Films Ltd., I saw, 
among others, “The Mouth- 
watch,” a Technicolor cartoon 
film advertising Kolynos tooth- 
paste, sponsored by International 
Chemical Co., Ltd. Made in 
London together with Diagram 
Films Ltd., the film shows how 
the film on teeth can be banished 
in the morning's ablutions. 
* * * 


HE invidious task of decid- 
ing which of our many suc- 
cessful car export models should 
be publicised in the Board of 
Trade’s latest “This Is Britain” 
will naturally leave some manu- 


(Continued on page 427) 
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International soccer 
star... capped 48 times 
for England 


featured in one 
of the famous ‘Players’ 
series of films 


with interviewer-commentator 


i 
: 


Sales and 
Production Offices 

Film House, Wardour Street 

London, W.1 

Telephone GERrard 9292 
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COLOUR IS WORTH WHILE— 
BUT IT ALSO BRINGS 
ITS OWN PROBLEMS 


By E. Mitchell Greenwood 


For some subjects, colour is a “must.” 


Of available processes, Technicolor is the most 


ely used. 


A 16 mm. colour print costs roughly four times as 
nfich as a black and white copy. 


OLOUR enhances the 

appeal of nearly every 

film. For some subjects, 
in fact, such as textile dyeing 
and printing, its use is a 
“must.” 

Use of colour, however, in- 
volves both sponsor and pro- 
ducer in a number of additional 
problems. Some of these are 
clearly for the producer to solve. 
In most cases, though, the final 
decision is left to the sponsor. 

The chief consideration is the 
process of photography to be 
used. Tied up with this are the 
questions of cost and efficient 
reproduction. 

Of the available colour pro- 
cesses, Technicolor is the most 


widely used. It is almost 
universal for coloured feature 
films, and many non-theatrical 
films are also made in this 
medium, Technicolor differs 
from most colour processes in 
that it starts off in a camera as 
a photographic process, but ends 
up as impression printing com- 
parable to a three-colour block 
printing process. The Techni- 
color camera was designed to 
make three colour separation 
negatives. A later modification 
has simplified this so that it is 
practicable to make a single- 
coloured positive such as Koda- 
chrome provides, and from this 
to prepare the colour separation 
negatives. Three films with the 
respective images in relief are 
then prepared and each (called a 


matrix) used to deposit a 
coloured ink on to the projection 
film. The three colours are com- 
plementary, yellow, magenta and 
cyan. 

This process depends upon 
accurate registration of the three 
impressions and when one real- 
ises that a print may be magni- 
fied 250 times on exhibition, it 
must be conceded that the result 
borders on the miraculous 


Another process used for 
cinema projection js Dufaycolour. 
This is an additive process, the 
film carrying over a_ million 
minute blue, red and green areas 
to each square inch. The photo- 
graphic image remains and per- 
mits passage of light through the 
image, according to the densities 
of its light and shade values. The 
subsequent mingling of the light 
passing through the three prim- 
aries is seen by the eye in terms 
of colour. 

Kodachrome is one of the sub- 
tractive processes, others being 
Agfacolour, Ansco-colour. and 
Gaevacolour. A simple explana- 
tion of this process is that the 
film has three layers of emulsion, 
each sensitive to one of the 
primary colours, blue, green and 
red. These layers are coated one 
on top of the other, with a colour 
filter layer intervening After 
exposure the film is developed 
and, coupled to the developed 
image of each layer is a dye of 
its complementary colour. The 
blackened silver is removed 
leaving a coloured image com- 
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posed of the three dyes, namely 
yellow, magenta and cyan. 

An alternative method of pro- 
cedure recently introduced by 
Gaevacolour makes a negative 
of complementary colours in the 
camera and, from this, negative 
or positive colour copies can be 
produced. It also makes it pos- 
sible to have 16 mm. colour prints 
made from 35 mm. colour posi- 
tives. 


Always Test 
The Duplicate 


These processes (and, of course, 
many others) can give an excel- 
lent colour rendering. But as few 
are perfect in all parts of the 
spectrum, actual tests should be 
made if absolute fidelity is re- 
quired in a specific instance such 
as the colour of a particular pro- 
duct. 

Moreover, and this is very im- 
portant, the results should be 
judged on duplicate prints, not 
on the originals. 

The sponsor's problem is to 
find a colour process which will 
provide reliable and inexpensive 
copies. 

Technicolor, as its universal 
use in theatres indicates, gives 
most consistent duplication re- 
sults. The number of possible 
copies is practically unlimited 
and protective methods exist ‘o 
ensure that satisfactory printing 
materia] is always available even 
if the original should be 
destroyed. 

Although the alternative pro- 


To-day, the cinemas are the daily mecca of 


millions of people, and every single cinema-goer 
is a potential customer for all advertisers whose 
products are advertised on screens at the disposal 
of PRESBURYS Screen Publicity Service. 


There is, indeed, no more powerful or effective 


means of bringing your. message, or product, 


to the 


receptive attention of the millions 


than through the media of Presburys Films, 


Filmlets and Slides. 


PRESBURYS (Gl) + rnssonr « co. oe 


Gloucester House, 19 Charing Cross Road, London, W.C.2. 


« Member of the Association of Specialised Film Producers "’ 


Telephone WHitehall 3601* 
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cesses are, generally speaking, not 
nearly so satisfactory in this 
respect, some do possess compen- 
satory qualities. Thus 16 mm. 
cameras (not easily adaptable for 
Technicolor) can often be used in 


places inaccessible to 35 mm. 
cameras. Another advantage of 


considerable importance is that 
they are usually far less expen- 
sive. 

“Penny Plain, Tuppence 
Coloured” is true of films only 
in the broad sense. Exact com- 
parison is not practicable and a 
comparative assessment must be 
made for each proposed film. 

Because Technicolor is ordin- 
arily the most expensive, it is a 


FILMS 
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customary condition that a mini- 
mum number of prints be 
ordered. On the other hand, 
should a colour film be intended 
for specialised audiences, with a 
corresponding limitation in the 
number of required copies. then 
the cost may be little, if any, 
more than that of a black and 
white film if one of the other 
processes is used. This compari- 
son refers to production costs. 
Print costs are definitely compar- 
able. A 16 mm. colour print is 
roughly four times more expen- 


sive than a black and white copy. | 
It should be remembered, though, | 


that print costs are usually but a 
fraction of the total production 
expenditure. 


STEEL AND CEMENT ARE THE STARS 
OF THE MONTH 


facturers grumbling. Taking the 
broad view, this 10-minute film 
has been as fair to the motor 
industry as a 10-minute film can 
be. Rightly the film has con- 
centrated on the performances of 
our light cars, which are the 
mainstay of our export trade. 
The film stresses the performance 
of these cars under climatic con- 
ditions, which will be familiar to 
the overseas audiences to which 
the film addresses itself. 

There is a nice little boost for 
two of our best-known motor 
magazines — Autocar and The 
Motor. The latter gets recogni- 
tion through its technica] journal- 
ist Laurence Pomeroy, seen mak- 
ing a consumer report with his 
own recording equipment. 

* * * 

F 24 advertisers participating 

in the latest programme of 
filmlets produced by G. B. Screen 
Services (and distributed py 
Theatre Publicity) four are new 
ones. They are Kia-Ora, Orange 
Grove, Nugget Shoe Polish, and 
Shredded Wheat. Watching the 
3 new 2-minute films—“The Way 


(Continued from page 424) 


A still from the Pinschewer cartoon film for Kolynos, “The 
Mouthwatch.” 


To A Man’s Heart,” a Technicolor 
film for Creamola, “Hi Tide” for 
Tide Washing Powder, and “Sleep 
Sweeter” for Bourn-Vita, 1 was 
impressed with how much story 
can be economically told in two 
minutes —an economy which 
might be copied to advantage ta 
the entertainment feature films on 
many occasions. 


~ * * 


HOSE ardent 

the British Electrica] Devel- 
opment Association, have added 
three more films to their impres- 
sive library. “Magnetism,” “Elec- 
tricity and Light,” “Domestic 
Hot Water” are somewhat further 
up the educational ladder than 
usual. In the making of these 
films, Merton Park Studios show 
once again a consistency in clarity 
which to-day puts them in a class 
of their own. Especially impres- 
sive and up-to-date is the work 
they have done on the atomic 
theory of magnetism. The films 
run respectively for 14 minutes, 
18 minutes, and 15 minutes, and 
are available on 16 mm., free of 
charge. 


educationists, | 


The 
Film Producers 


Guild 


An Association of Producers ar.d 
Distributors of Documentary, 
Industrial, Educational, Scientific 
and National Propaganda Films 


Comprising the following 
Associated Companies: 


VERITY FILMS LIMITED 
Production 


GREENPARK PRODUCTIONS LIMITED 
Production 


PUBLICITY FILMS LIMITED 
Production and Distribution q 


MERTON PARK STUDIOS LIMITED 
Production and Studios 


TECHNICAL AND SCIENTIFIC FILMS LIMITED 


Production 


W. M. LARKINS & CO. LIMITED 
Cartoon, Puppet and Technical Diagram Animation 


SOUND-SERVICES LIMITED 


Mobile Distribution : Equipment 
Sales and Service : Library Service 


* 


Enquiries should be addressed to : 
The Secretary, The Film Producers Guild Ltd. 
GUILD HOUSE, UPPER ST. MARTIN’S LANE 
LONDON, WC2 
TEMple Bar 5420 


Member of the Association of Specialised Film Producers 
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ADVERTISER'S WEEKLY 


(Great publishing 
lor 


A.B.C. 


MEMBER 


ST EVER SERIALISATION 


Or A NEW NOVEL BY 


' ‘ 
4 


wae 4 4 4 a 


Two months before book publication, millions of people all over the 
country will enjoy J. B. Priestley’s latest novel, “Festival at Farbridge.” 
It's in the vein of his famous “The Good Companions,” and his publishers 
prophesy a similar suecess. Further proof of JOHN BULL’s enterprise. 
JOHN BULL pulls in the big authors—and the big advertising results, too! 


ei 


Weekly net sale over 1,100, 000 


A GIANT BY ANY STANDARD 


ND 4 SQUARE GUARANTEE FOR 4 STRAIGHT LINE = 


PHILIP EMANUEL, AD ERTISEMENT DIRECTOR. ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, WC.2. ALI-ROUND VALUE 
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Designer Is 
Like Architect 


“Few people responsible for an 
important building project would 
contemplate such an enterprise 
without employing an architect. 
It is therefore somewhat surpris- 
ing that even to-day some manu- 
facturers embark on production 
without having employed the ser- 
vices of an industrial designer.” 

Mr. N. C. Robertson, deputy 
managing director, E. K. Cole 
Ltd., made this point in a talk on 
“Industrial Design and the use of 
Design Consultants,” to the 
London Management Research 
Group recently. 

Discussing the comparative ad- 
vantages of employing outside 
consultants and maintaining an 
internal design team, he said 
Ekco used both according to the 
requirements of the product. 
Outside designers were used for 
their freedom of general outlook 
and experience in a wide field of 
design, and internal designers for 


their knowledge of the firm's 


facilities and resources and close 
liaison with engineering and pro- 
duction staffs. 


Current Affairs 

“If half of the commercial 
premises in this country had neon 
signs, the actual load, on a 
generous estimate, could not be 
more than one-third of one per 
cent of the total load,” comments 
Signs in an editorial. 
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Wolves Howl In The Grotto 


- 

A “Schweppes Grotto” of four 
caves, re g Earth, Air, 
Fire, and Water, will be a fea- 
ture of the Festival Gardens at 
Battersea Park, 

Sounds and scents appropriate 
to the four winds will lend “at- 
mosphere” to the Air Cave, Mr 
Guy Sheppard, the designer, ex- 
plained at a Grosvenor House 
reception. Thus, the North Wind 
would be represented by the 
sound of wolves howling, sleigh 
bells, and the scent of pine 
forests; the East Wind by temple 
bells and the scent of spices; the 
South by jungle sounds and the 


odour of flowers; the West oy 
seagulls’ cries and the smell of 
seaweed and ozone. 

The Cave of Fire would con- 
tain a crater of bubbling “lava”; 
the Earth, stalactites; and the 
Cave of Water. lit entirely by 
ultra-violet light, would give the 
effect of a coral reef. 


There will be no advertising for 
Schweppes beyond the name at 
entrance and exit. 

Proceeds of the sixpenny ad- 
mission charge will go to the 
Nationa] Playing Fields Associa- 
tion. 
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‘Challenge Of 
U.S. Methods 
Must Be Met’ 


British sellers must meet 
the challenge of sophisticated 
American methods of market 
research, sales promotion and 
packaging in overseas markets. 


This was emphasised by Roger 
S. Falk, director general, British 
Export Trade Research Organisa- 
tion, addressing a London meet- 
ing of the British Sales Promotion 
Association recently. 

“We have got to face the fact 
that in overseas markets we 
British are becoming more and 
more susceptible to American 
marketing methods,” he declared. 

There were many markets 
where for a long time we had 
traded effectively but had never 
thought of selling. For too long 
manufacturers had neglected the 
question of beneficial packaging, 
distribution and advertising. 

Referring to the importance of 
market research and the far 
reaching steps that were still 
needed in that direction Mr. Falk 
suggested manufacturers should 
get together and form their own 
market research organisation. 

There was much research to be 
done into the possibilities of 
opening up new markets. 

“Information is to be obtained 
that will open completely new 
vistas,” he forecast. 


They stop, look and linger... 


...and they 
remember too! 


enlargement 


by Autotype 


50 ft. long. And every inch of it 
so obviously compels attention, 
secures interest and earns respect. 
With a suitable subject an Autotype 
‘giant’ can become really dynamic 
in its appeal. A little imagination, 
an interesting picture and Autotype 


does the rest. 


Ba 


you a copy. 


With a big picture like this they 
can’t help it. This particular giant 


is 


“Are you interested in giants?” is the title of a folder which 
goes into this matter more fully. 


We shall be glad to send 


AUTOTYPE in 


The Autotype Company Limited, Brownlow Road, West Ealing, London, W.13. 


EALing 2691-2-3 
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* “Farmer & Stock-Breeder”’ in its new form 
has made its initial bow — and has received wholehearted 
appreciation from the farming world! It is the publishing 
news of the week! Its new size, binding and general 
production has opened up great new advertising possibilities 
to all who have goods to sell to this powerful market. 


jest lovk again al this dum hg flirual = 


* NOW™°C< Pages than ever before — like a book. 


* Q — new front and back covers in two colours 
off background — ideal and unique advertising positions. 


16 pages of photogravure and, by arrangement, special 
p full colour. 


F THE NEW BOOK-SIZE 


Yes! 


a 


SELLING 
POWER 


* NOW more articles, more news, more special features. 


* NOW bigger “‘ Home ”’ section for its thousands of women 
readers who hold the purse-strings of our largest and most 
influential primary industry. 


* TWO EDITIONS EVERY WEEK—Northern and 


Southern (dividing line, Chester — Lincoln 
Page size 12”x 8”. Type Area 10/"x7}" 


* AN NOW more advertising space ... more space for oli 
riends, and a welcome for a limited number of new 
advertisers. If you have something to sell to the man on 
the land, if you have something to sell to the woman 
home-maker, put your sales-story in the new “ Farmer & 
Stock-Breeder”’—the biggest, brightest, most authoritativ 
farming journal in the world. 


armer & Stock-Breeder 


FOR 108 YEARS— FOREMOST IN THE FARMER’S TRUST! 


“FARMER & STOCK-BREEDER"’ PUBLICATIONS LTD., DURSc! HOUSE, STAMFORD ST., LONDON, $.£.1. 


Telephone: WATERLOO 3333. Telegrems: “ Farmerism” 
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- ot Ele 
AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


\ 110.000 


COPIES PER DAY 


EVENING SENTINEL 


(STOKE-ON-TRENT) 


in Excess OF 32.000 coptes rer WEEK 


STAFFORDSHIRE WEEKLY SENTINEL 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


Setting for Photo Litho. 

Direct Plate Setting for Multilith and Rotaprint users. 
Lithographic Duplicating. 

Photo Litho Printing. 


o 
= 
& 
— 
Equipped to execute ali stages of | prepared to undertake any phase 


Varityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, h own pment. 


— 


$$ GAT RB OWE ST... WW. MUS 0653, 4103 


on —_ 
al 
POINT OF SALE 
a 
advertising 
te SHOWCARDS ¥& SIGNS y& DISPLAY 
STANDS IN METAL, WOOD AND 


PLASTIC ye METAL PRODUCTS 
% ILLUMINATED SIGNS 


OPSA DATA 


A new combined rate is now 
applicable to advertising orders 
placed to run concurrently in La 
Bourse Egyptienne and La 


ACM  sHowcard @ sicn co. iro. Reforime. 
Paragon Works, Enfield, Middx. e 
Tel : Howard 1651 Est. over half a century Blockmaking. Metal shortage, par- 


ticularly of zinc, is forcing an 
increase in blockmaking charges in 
the Middle East. In Lebanon and 
Syria a 20°, increase has been 
advised. 
* 

Cyprus Mail has been forced by 
soaring paper prices to raise its 
selling price from C.P.1 to C.P.2 
per copy. Advertising rates are 
unchanged. 


SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYDON 


ADODISCOMBE 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP ’ EXPRESS 5 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERS , 


226 Foe 4// Particulars on Middle East Press from 
GEORGE YOUNG 
CVERSEAS PUBLICITY & SERVICE AGENCY [> 


0. Fleet St.London E04 Cen. 549467870 


9.1 
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How To Make Technical 
Ads. Fully Effective 


CLOCKS STRIKE AN 
HISTORIC NOTE 


clocks will be among the ex- 
hibits of the British Clock and 
Watch Manufacturers Associa- 
tion which is making its debut at 
the 1951 Canadian International 
Trade Fair, to be held in 
Toronto, May 28—June 8. 

A replica of the “Tudor Arms,” 
an English inn dating back to 
the 16th century, will be exhibi- 
ted by a brewer of golden mead, 
honey ale, beer and stout. 


Media Research 


Progress achieved in the adop- 
tion of the International Chamber 
of Commerce Code of Standards 
of Advertising Practice was re- 
viewed when the LC.C. Commis- 
sion on Advertising met in Paris 
under the chairmanship of Ivor 
Cooper of Lever Bros. and 
Unilever Ltd. 

The Commission also discussed 
the question of advertising media 
research and the need was 
stressed for carrying out, under 
the auspices of qualified and 
wholly impartial bodies, qualita- 
tive researches that would pro- 
vide advertisers with reliable in- 


formation on the number of 
people—classified by age, sex, 
geographical, social and other 


groupings—who read newspapers 
and periodicals and who listen io 
commercial radio programmes 
(where these are in operation) or 
who are influenced by outdoor 
advertising. 

Some countries had made much 
greater progress than others in 
this direction but there was often 
a regrettable tendency for such 
researches to be carried out by 
various bodies that were not im- 
partial, with consequent duplica- 
tion and overlapping. 


“Public Respect For 


ee *. 
Press Declining’ 

If the Government had not 
short-sightedly insistead on the 
newspaper industry's breaking 
authorised contracts for Canadian 
newsprint and did not insist on 
exporting newsprint made in this 
country to Australia, the British 
Press would not be in its present 
plight, J. Murray Watson, editor 
of the Scotsman, told Glasgow 
and District Local Centre of the 
Institute of Bankers in Scotland. 

Scotland did well to support 


| two quality papers of the calibre 


of Glasgow Herald and the 
Scotsman. He was afraid, how- 
ever, that public respect for news- 
papers as an _ institution was 
declining. That was a serious 
matter, but his main consolation 
was that the stock of the politi- 
cians was also falling 


Cromwellian reproductions of | 


Hints on the best ways of 
making technical advertising 
fully effective are given by 
Norman A. Moore in the British 
Sales Promotion Association's 
Bulletin. 

He maintains: 

Copy for technical and indus- 
trial advertising must be factual 
and specific. The copywriter 
must keep in closest touch with 
production departments and 
ensure that he gets information 
on every development in design 
and production. 

Illustrations must be dynamic; 
showing the machine, equipment 
or product in live situations, if 
possible in actual use. Examples 
of actual work produced by 
machine or equipment can be 
effectively used; but the static 
cut-out half-tone of machine or 
equipment is to be avoided. 

Press advertisements should 
be designed to appeal to prac- 
tical buying motives, by empha- 
sising what the product will 
do in reducing costs; improving 
output; reducing maintenance 
charges; and solving economic 
and administrative problems 
ever present in the mind of the 
buyer. 

Printed material should amplify 
the appeals of the Press advertise- 
ments, but its main function js 
to give fullest technical informa- 
tion, specifications, and data, 
supported by ample illustrations 
and diagrams. 


Four Factors 
For Display 


The main function of display is 
to make people stop, look, and 
“absorb” the merchandise; but 
selling is the job of the sales 
staff. 

In stating this to the North- 
West Area, British Display As- 
sociation, at Liverpool, Roger 
L. Pryor, immediate past national 
chairman of the Association, and 
controller of display and publi- 
city, Bentalls Ltd., contended that 
in this time of fuel shortages and 
crises there was no time to read 
“terrifically worded” posters or 
pamphlets. Food was more im- 
portant, and display was the ideal 
means of getting over a story. 

“Don't be afraid of colour, it 1s 
the very essence of the display.” 
was one of Mr. Pryor’s points. 

He stressed the need for four 
elements. Display should repre- 
sent a “perfect picture.” It 
should be neat, stimulating, and 
enjoyable to look at. It should 
give the displayman the feeling 
that the public would get the urge 
to stop and “absorb” the contents 
of the display. And finally, if it 
could make an article priced 
2s. 6d. look value for money 4: 
3s. it would have achieved its 
object. 
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TOMORROW 


There are four Teleprinter Machines at 19 New 
Bridge Street, and through them pass most of 
the orders from London Branch to the great 
Paper Warehouse across the river at Battersea, 
London is the largest of the Firm’s Branches 
~—-there is one in every major city in Great 
Britain — and it serves an area bounded roughly 
by Yarmouth, Northampton and Weymouth. It 
is doubtful if the exact number of orders arriving 
daily from this area has ever been computed, 
From 3.45 until 4.30 in the afternoon is the 
busiest time. It is a standing rule of the Firm 
that all orders received in the Warehouse before 
4.30 p.m. have to be sent out the following morning. 
Battersea possesses an extremely efficient private 
transport system. Thus clients enjoy, what is in 
fact, a delivery service unique in the Paper Trade. 
Couple this with the great variety of selected 
papers and boards normally available and you 
have one of the undoubted reasons why so many 
orders and problems tend to come sooner or later 
to be dealt with at 19 New Bridge Street, or at 


one of tae fourteen Provincial Branches of :— 


SPICERS 


THE 


PAPER 


MAKERS 


19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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TRADE & TECHNICAL ADVERTISING 


Technical Publicity: Policy and Practice 


Advertiser and Agent—The 
Services both Expect 


HAT an advertiser should 
be expected to provide a 
service to an agent may be 

considered by some a danger- 

ous contention. 

One hears very often criti- 
cisms of agency service. But 
comparatively seldom do agents 
complain of client service. This 


is very natural, and lack of 


audible complaint does not 
mean that entire lack of cause 
of complaint exists. 

Advertising agents, of course, 
discuss these matters in private 
among themselves. But they can 
scarcely afford to do so in public, 
let alone in print, because they 
are far too often regarded as mere 
outside contractors or even em- 
ployees, and, as such, would risk 
the displeasure that inevitably 
befalls outspokenness and 1s 
traditionally expressed in the 
form of summary dismissal. 

Nevertheless, successful adver- 
tising, and in particular success- 
ful technical advertising, depends 
more on useful mutual service 
than on any other single factor 
It is doubtful if any agent would 
disagree with this contention, but 
one fears that this simple idea 
may prove new and distasteful to 
a body of advertisers who will not 
even begin to understand the 
agents’ problems and who stick 
to the good old dictum that it is 
the piper who calls the tune—a 
convenient and one-sided basis of 
business which inevitably pro 
duces “one-sided” faults. 


Lack Of 
Imagination 


Agency /client difficulties, 
though far from imaginary. stem 
primarily from lack of imagina- 
tion Neither is sufficiently 
imaginative to be able, unless he 
has had actual practical experi- 
ence, to project himself fully into 
the business of the other. Both 


i inclined to work too 
much in watertight compartments. 
Their expectations of each other 


therefore unfulfilled. And if any- 
one goes to the wall, it is i 
ably (and sometimes regrettably) 


This is merely a point of view. 
It may or may not be a correct 
approach to the problem. 
before any advertising manager 
presumes to criticise his agent, he 
must be quite sure that he himself 


agent to give of his best. 
How can he do this? 


concede that no outside agency, 


become as expert in his clients’ 
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Continuing his examination 


of the problems of the techni- 


cal advertiser and his agent, 
J. M. WILLIAMS deals with 
something rarely before men- 
tioned in publi 


the agent would like from his 


client. 


cerned. But even with the less 
technical copywriting, it is ob- 
vious that very careful briefing is 
necessary. The agent always 
needs it. And even after this very 
careful briefing, it is still com- 
paratively easy for a non-tech- 
nician to misinterpret. For what 
may seem to his client a crystal- 
clear statement of fact, may ap- 
pear to him capable of several 
interpretations. 

If in doubt, can the copy- 
writer ring up and ask for an 
explanation? Does he get sympa- 
thetic help, or is he regarded us 
incompetent and a time-waster? 

Is the advertising manager pre- 
pared to accept an occasional 
“howler,” to correct it patiently 
and thus to instruct, or does he 
simply regard it as a source of 


* ‘“Suecessful technical advertising depends 
largely on mutual service.” 


* “Agency/client difficulties stem primarily 
from lack of imagination.” 


% “Many controllers of advertising suffer 
from innate vanity.” 


business as is the client himself. 


night imagine that this would go 
thout saying. Even in his own 
. it often occurs, no 
that only one man—say a 
’ ef "chemist development engin- 


So it is quite clear that the agent 


the degree of technic- 
is of infinite variation, ac- 
po A to the product or service, 
the media, and the sunset con- 


annoyance and chalk up another 
black mark against his agent? 

Does the advertising manager 
always get artwork and proofs 
hack to his agent promptly. If 
he does not, why does he not do 
so? It is difficult, he says, to get 
the technicians to agree, or “the 
works are always slow”: but it is 
his job to get them to agree and 
to institute within his own firm 
a system for disposing of such 
routine matters which is no less 
efficient than the routine service 
he ene of his agent. 


Bs doubetul al many adver 


HAVE A NEW PLAN TO STEP UP 
YOUR SALES... it will cost you no more! 


who have never 
worked in an agency have any 
conception of the disorganisation 
they cause by failure to render 
this minimum service to their 
agents. 


Agents’ Justifiable 
Complaints 


This, of course, by no means 
exhausts the agents’ causes for 
complaint. Many of their clients 
do not employ competent adver- 
tising managers at all. A large 
number of advertising managers 
hold technical qualifications, 
which do not constitute the sine 
qua non of good creative adver- 
tising men; it may very well work 
in some respects to their detri- 
ment by inducing a state of mind 
overburdened with the technicali- 
ties and far too little exercised 
regarding the fundamentals of 
advertising and marketing. 

Many controllers of advertising 
suffer from an innate vanity, are 
firmly convinced that no agent 
can write any copy as well as 
they can and are not even pre- 
pared to let him try. 

I believe that, very often, the 
agents are not taken sufficiently 
into their clients’ confidence. 
If they are not told of basic 
policy matters, how can they 
possibly be expected to interpret 
them? 

Finally, I never found that to 
give, my agent a “pat on the 
back” for a job well done pro- 
duces positively subversive effects, 
but gather that in its occasional 
administration I am very nearly 
unique among the species. 

Such are some of the criticisms 
raised or implied from time to 
time by advertising agents. 

However, to admit that agents 
are not always without cause for 
complaint is not to condone the 
attitude of some of them towards 
technical advertising and the 


(Continued on page 436) 
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ADVERTISER AND AGENT—THE SERVICES 


BOTH EXPECT 


(Continued from page 434) 


failure of others, professedly 
skilled in their craft, who still 
fail to give satisfaction. Figures 
produced by the ad hoc Technical 
Committee of the 1.A.M.A. show 
a 26-4 per cent of technical ad- 
vertising managers investigated 


| who use agents but are dissatis- 
| fied in part or in whole with the 


service they receive. More than 
one in every four: surely this is 
far too high a figure for this day 
and age? 


The Staggering 
42 Per Cent 


The criticism of “lack of ser- 
vice” may cover literally a multi- 
tude of sins. The report does not 
go into detail. But it could very 
well mean the attitude of mind 
towards technical advertising. 
which results in the staggering 
figure of 42 per cent of agents 
(of clients investigated) “who do 
not appear to set themselves out 
to handle technical advertising,” 
although handling technical 


accounts. 


It may mean that the agent has 
completely failed to “get inside” 
the client's mind or even to com- 
prehend the fundamental nature 


| of his business. 


| 
| 


that matter and read by Execu- 
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It may simply mean bungling 
in organisation, mechanical or 
routine work. including advice 
regarding media. 


It does sometimes mean in- 
ability to produce work—and 
good work—quickly or even to 
appreciate that because some 
technical advertisers do not 
necessarily live very largely by 
advertising, as do many makers 
of consumer goods, they never- 
theless do sometimes require 
exceptional speed in the execu- 
tion of their work. 

It may mean lack of contact, 
lack of inquisitiveness. 

In can very well mean failure 
to show care and exceptional 
patience in a sphere of advertis- 
ine perhaps the first essential of 
which is painstaking attention to 
detail. 


It quite often means the strine- 
ing together of a pride of super- 
latives, than which no more 
aggravating infliction can be 
made upon an advertising mana- 
ger, wary of excessive claims. to 
whom the limitations as well as 
the potentialities of his products 
are demonstrated almost daily. 

The answer, of course, is that 
technical advertising managers 
should not employ agents who 
do not set themselves out to give 


| them the service they require. 


And yet it is not any more an 
answer than Old Bill's. There 
simply do not exist any “better 
*oles” to go to. 

Technical advertising has 
grown too fast: it developed 
greatly during and even more 
rapidly immediately after the war. 
The power of advertising has 
been demonstrated and is con- 
tinuing to be demonstrated to an 
entirely new stratum of clients 
who did not need it, or did not 
think they seriously needed it 
before. 

At the same time, the advertis- 
ing profession as a whole, and 
particularly technical advertising, 
because of the special enthusi- 
asms and abilities it calls for, is 
woefully short of trained person- 
nel. Generally speaking, it will 
not willingly open its doors to 
newcomers: a university graduate 
or lately demobbed conscript 
with a burning desire to write 
will not do. The profession must 
have trained personnel and not 
enough trained personnel exist. 
Those that there are, gavotte 
from agency to agency, dishing 
out their same verbal consommé 
from different sources at ever- 
inflating salaries. 

Efficient technical agencies are 
inundated with work and for lack 
of staff, lack of space or other 
reasons, simply cannot take in 
new accounts. So many dis- 
satisfied clients are left only with 
the choice of putting up with what 
they have or risking worse by a 
move. 


Staff Problems 
Main Difficulty 


What is the answer? Questions 
of agency status inevitable arise, 
but the urgent need is for more 
and better wholly technical agen- 
cies. The agents’ staff problems 
represent the crux of the diffi- 
culty, and the agents must display 
imagination and courage in solv- 
ing them. There is no lack of 
potential trainees: an advertise- 
ment inserted the other day pro- 
duced over 100 replies, mostly 
from youngsters outside the pro- 
fession who wanted to come in 
and learn. 

On the client’s side, the cause 
of technical advertising can best 
be served by pushing hard for the 
required service, always remem- 
bering that there is a service to 
be given, too, especially in this 
difficult “teething” period. It 
may lie in the understanding that 
more can be gained by leading 
than by driving; more by confid- 
ing in the agency than by con- 
tending with it; more by serving 
than by slanging. 
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i THOUGH, will you find the tycoon skating, with 
portly indifference, upon thin ice. The foundations of his 
leisure, like those of his business, are firmly laid. And 
while he is never so much at home as he is when he is at 
work, he is never so much at work as when he is at home. 
He is naturally, easily, imfuriatingly efficient in his office ; 
he demands of himself the same efficiency at play. 

He will drive devastatingly and putt precisely round his 
golf course—using clubs of an exquisite balance. Motoring, 
he will change from 3rd to 2nd punctiliously and expect 
perfect agreement from his engine. And back in the 
carpeted seclusion of his sanctum he will read The 
Economist, puff his automobile-shaped cigar, listen to his 
glossy radio or snooze awhile in a deep armchair. 

The Economist meets his demands. He trusts its news, 
respects its views and tends to choose these leisure 
luxuries, as he does his business necessities, from the 
advertisements it carries. 


THE ECONOMIST 


22 RYDER STREET 


ADVERTISER'S WEEKLY 


me 


What he buys today, others will buy tomorrow. 
And all that will cost you less than 4d. per page per 
tycoon. 
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gave a list of 35 British home and American export 
magazines to 1,002 directors of principal companies 
in the U.K. The tycoons were asked : 

If you could have only one or two of these periodicals 
—which one or two would you want above all others? 
Replies were analysed : 


Ist place went to 
The Economist 


the favourite periodical of 
Britain’s business and industrial leaders. 


Time-Life International, using Research Services Ltd., 4 
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THE TRADE PRESS 


HOUGH no two adver- 

I tising problems are alike, 

and,each trader or organi- 
sation has peculiar aspects of 
business, and differing needs in 
the advertising field, to set down 
what one concern finds profit- 
able and desirable must surely 
be of benefit to others. 

That is the theme behind a 
four-page case history by Harold 
Eley in the February issue of 
Motor Industry analysing the ad- 
vertising of a large and well- 
known motor trading organisa- 
tion, Kennings Ltd. 

A “behind the scenes” tour 
with the directors of the com- 
pany gave the writer a compre- 
hensive picture of the breakdown 
of the advertising budget—‘the 
approach, the split-up of the 
appropriation, the many and 
various ways in which the wea- 
pon of publicity is used to sell 
products, maintain prestige and 
extend business.” 

Pointing out that the firm is 
one with many ramifications, 
Eley contends that even though 
smaller traders might not be 
actively concerned with such a 
variety of business. “advertising 
is a fascinating subject. anyway, 
and its uses are as varied as its 
methods of expenditure.” 

The picture presented to the 
reader is of a firm with a total 
advertising appropriation for a 
vear in the region of £22.000. 
Control of this expenditure is in 
the hands of a committee which 
sits regularly, under the chair- 
manship of a senior director. A 
director of the firm's advertising 
agents. Rinlev. Preston & Co., 
Ltd., attends all meetings. There 
is a detailed agenda, ensuring 
rigid control of the budget, 
through up-to-the-minute reports 
on the various schemes in hand 

“This system, whilst normal in 
the case of great national organ- 
isations, is not so common in 
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Advertising Case History 


In “Motor Industry’ SCRUTINEER found 

a four-page report of how a firm with an annual 

advertising appropriation of £22,000 plans the 

expenditure of that sum to what they consider 
to be the best advantage. 


firms where the advertising ex- 
penditure does not run_ into 
hundreds of thousands’. of 
pounds, and this regular and 
rigid control struck me as one of 
the strong points of the organis- 
ation and the reason for the 
successful oo-ordination of the 
many phases of publicity,” writes 
Harold Eley. 

“Committees are sometimes 
unwieldy and ineffective. Here, 
the numerical strength of the 
committee was right; the person- 
nel was right; and the direction 
from the chair direct, incisive and 
time-saving. Given these factors, 
committee ¢ontrol of an adver- 
tising budget is excellent. 

“In the Kenning organisation 
there is no advertising manager, 
as such, but an executive who is 
familiar with every detail of the 
budget, well-versed in the re- 
quirements of each branch of the 
business, and who obviously 
works in the closest harmony 
with the agency employed.” 

After dealing with the amounts 
allocated for display, Press ads., 
posters and signs (a grouped 
item), shows, auction announce- 
ments and “general,” the article 
stresses the need for rigid control 
over the budget, and warns: 

“Advertising is no magic wand 
which will convert difficult sales 
territory into fertile ground in a 
week. It is no remedy for each 
and every sales snag. But it is 
an invaluable weapon in the sales 


Two designs adopted by the National Federation of Clay Industries for 

use in brick and tile publicity (reproduced from “Claycraft,”” January). 

The symbols will be featured in advertisements and other publicity 
matter to be issued by the Federation. 


armoury, and here it was being 
used wisely and with vision. 

“Co-ordination is another 
essential if success is to follow 
advertising efforts. In many 
schemes, the Press advertisement 
is isolated from window display; 
the poster fails to link up with 
the newspaper appeal, and full 
value is lost.” 

* * * 


RUITERERS who have in- 

stalled quick-frozen food 
cabinets have been complaining 
that processors do not give ade- 
quate publicity backing to their 
products in the general Press. 
The cudgels of the processors 
have now been taken up by a 
writer in Fruit Trades Journal 
(January 20). 

“Grumbling on this score may 
at one time have been justified,” 
he says, “but the newspapers, 
both local and national, have 
during the past few weeks given 
appreciable space to this subject.” 

And to prove his point he 
gives a list of the papers which 
have carried stories about quick- 
frozen foods. 

* * * 


HE same journal (February 

3) announces that Covent 
Garden's double Festival Flower 
Show (June 12 and 13, and 
Septernber 11 and 12) is to be 
publicised “far beyond the con- 
fines of the trade itself.” 

The show will be non-competi- 
tive and nothing displayed will 
be for sale. At 9 o'clock each 
morning (instead of I1 as at 
present) work will stop in the 
Flower Market and florists will 
start decorating the two acres to 
be covered by the show, in 
preparation for the special open- 
ing by Mr. Herbert Morrison. 

The show will open at 2.30 
each afternoon and close at 
9 p.m. The Market must then 
be got ready for normal trading 
at 5 am. There will be floral 
demonstrations to show the pub- 
lic how to arrange flowers, and 
packing competitions between 
the staffs of commercial firms. 

Cost of the show is estimated 
at £5,000, but, already, the com- 
mittee has been promised £1,000 


FLEET STREET 
for NONCHALANT NEWSHOUNDS 


ROBINSON 


Lereo 


Mart Street, MAIDSTONE, Kent 


Even trade paper advertising can 
profitably employ humour if it is 
slick enough. This ad. appeared 
in “Hardware Trade Journal.” 
Green is used as second colour. 


by some of the prominent firms 
in the Market. If the idea is 
successful, future flower shows 
in the “Garden” may be con- 
sidered, says the journal. 

. * 7” 
NDER the title “Silent 
Salesmen,” The Chemist and 

Druggist Export Review has 
Started a new series of articles 
featuring examples of display 
material and other  sales-aids 
available from producers. 
Readers are asked to send re- 
quests for the items dealt with 
direct to the suppliers; details of 
any special terms are given. 

* * * 


RICE-CUTTING on fire- 
places is causing concern in 
the ironmongery trade. The 
Hardware Trade Journal reports 
a Liverpool meeting . where 
traders complained of an adver- 
tisement that had appeared in a 
transport magazine, offering a 
discount to bus drivers, Other 
offers include free installation 
and hire-purchase terms. 
~ 7. * 


SMART folder that tells 
amateur gardeners when to 
sow and plant flowers and vege- 
tables, and how to plant bulbs 
should make new friends for the 
shops which distribute it, says 
The lronmonger (February 10). 
Produced by the publicity 
committee of the National Feder- 


(Continued on page 442) 
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DAY-GLO 


»-e an important announcement 


ne the production of British Day-Glo has had to depend 
upon imported American pigment, and the dollar shortage has 
inevitably imposed restrictions. Dane and Co., manufacturers in 
this country of Day-Glo Fluorescent Inks, have acquired the right to 
manufacture the pigment, together with the rights to export Day-Glo 
to every country in the world except the U.S.A. and Canada. 

Production of the pigment is already under way; more Day-Glo will 
soon be available to meet the tremendous demand created by its 


brilliant success in the field of advertising. 


Day-Glo colours are the brightest in the world—beware of imitations. 
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Preparing And Producing 


Instruction Manuals 
By N. G. NERE 


NE of the most important 

aspects of technical pub- 

licity is the production of 
instruction manuals and instruc- 
tional literature of all kinds. 

Advertising agencies have in 
the past tended to sidetrack this 
important side of technical publi- 
city chiefly because it is a highly 
specialised business. Further it 
has no obvious bearing on sales 
and it is both thankless and un- 
remunerative. 

But in the engineering trade to- 
day an effective sales campaign 
can be seriously jeopardised if 
after-sales services are ignored. 
The provision of adequate instruc- 
tional material is one of the most 
important services a manufacturer 
can offer, Not only that, but i: 
may save him thousands of 
pounds per annum in servicing 
costs under guarantee. 


Manuals’ Job— 
To Instruct 


There is a tendency for tech- 
nical agencies to lump instruc- 
tion manuals in with internal pub- 
licity “glossy” publications like 
house Magazines and so on. This 
is unfortunate, for the function 
of the instruction manual is essen- 
tially practical. It should be, 
both in content and style, quite 
different from any other publica- 
tion, for its primary function is 
to instruct. 

The maiority of manuals I have 
seen that were produced by adver- 
tising agencies were excellent 
artistic productions but woefully 
inadequate as technical material 
designed to show a man exactly 
how to perform certain compli- 
cated servicing and miintenance 
routines. 

An instructional manual above 
all is a book of action, not ideas. 
An error of fact in it may cause 
considerable damage and loss. 
This cannot be said even of a text 
book. Therefore strict technical 
accuracy is essential. But art. as 
the agency knows it, is not neces- 
sarily of this description. A bril- 
liantly executed drawing, com- 
plete with the usual hand letter- 
ing, is useful, but in my experi- 
ence its high cost is unjust'fiable. 
A cruder production would suf- 

ce. 

Art work. then. needs to be 
accurate and clear, but not neces- 
sarily impeccable. Half-tones are 
only useful where they show 
clearly a photogravhic sequence 


of simple operations. They are 
useless for cutaways. exploded 
views or for showing internal 


sequences or details obscured by 


external parts. Almost any re- 
touching is an unnecessary 
expense. / wish some art directors 
could hear what foremen and 
workmen say about heavily re- 
touched half-tones. 

If anyone asked me for a 
definition of technical publicity 
1 would say that it was that part 
of industry which requires an 
effective and efficient after-sales 
policy. I hope to return to this 
in another article, as it cannot pe 
ignored by any agency handling 
technical accounts. 

Perfectly satisfactory manuals 
can be produced quite inexpen- 
sively if the job is tackled intel- 
ligently. For instance, colour can 
almost always be dispensed with. 
No workman cares two hoots 
about it, anyway, and is never 
tempted to read by its use. It 
can, however, be usefully em- 
ployed, say, to pick out the flow 
of a fluid in pipes. 

Drawings can safely be substi- 
tuted for text. J am still waiting 
for some really enterprising 
agency to elaborate the strip car- 
toon approach and call it an in- 
structional strip. To develop this 
and offer it as a service to indus- 
try would be well within the 
unique scope of an agency. In 
fact I should say that, properly 
organised, an instructional strip 
service on the lines I am suggest- 
ing would be as remunerative to 
the agency as it would be satis- 
factory to his client and useful to 
the user. 


Wordiness 
Ts Fatal 


Wordiness is fatal to the effec- 
tiveness of instructional material. 
The ideal manual would be noth- 
ing but captions and pictures. 
But each illustration must be 
complete in itself, and it must tell 
the whole story. If the story is 
repeated in the text that is no 
loss. but there are few instances 
where service sequences cannot 
be better illustrated ~— than 
described. In such cases, the text 
will be confined to tabulated data 

The difficulty, therefore, is not 
so grand as it seems. It needs a 
shifting of viewpoint from the 
usual agency method of supply- 
ing impeccable art work to simple 
and accurate copy and less costlv 
art work. Such an adjustment is 
not impossible to people whose 
existence depends on adjustment 

to changing conditions. to new 
ideas. to simpler methods, to 
better and faster processes. 

Typographically, again the mix- 


(Continued on page 442) 
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ON THE SPOT 
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In costing offices co-operating directly with machine shops 
and assembly floors, they know the difference that new plant 
makes in hard figures. Modernisation in plant, equipment 
and machinery (it cannot be too often repeated) is a vital need 
throughout Britain’s factories today. 

The time is rich in opportunity for the makers of capital 
equipment for industry ; and it is up to them to see that the 
argument for modernisation reaches the men who matter. A 
two-pronged campaign is needed. The merits of new plant 
must be made clear in trade and technical journals ; these are 
read by the men on the spot. But it is just as important that 
advertising should reach the executives who make the final 


Industrial Advertising in 


decisions—who weigh up the hundred and one factors 
involved in capital expenditure. For this purpose there is no 
better method of approach than through THE FINANCIAL TIMES. 
Its great prestige in the highest business circles, and the 
quality of the advertising which it carries daily, give it weight 
with top management unequalled in daily journalism. 


THE FINANCIAL TIMES 


reaches TOP MANAGEMENT certainly 


SIDNEY HENSCHEL ADVERTISEMENT MANAGER 72 COLEMAN STREET LONDON EC2 MONARCH 8833 
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LOVELL 
RUPERT CURTIS 


are using 


“HANDY- ANDY” 


hand drying machines 

Hygiene matters to the food 
industry. Other users buy these 
machines because they cut out 
laundry bills and stop pilferage of 
towels; but it is the story of 
hygiene told to an intelligent aud- 
ience in FOOD MANUFACTURE 
which brings in the worthwhile 
inquiries from the big users. 


FOOD MANUFACTURE 


: 17 Stratford Place, London, W.1 _ 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUF 


MONTHLY review 
of current thought 
on building problems 
availability of materials, 
architectural trends, town 
planning and 
housing. 


BUILDING DIGEST 
is another 


publication of the 


municipal 


TECHNICAL GROUP 


MANUPACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUPACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 
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Preparing and Producing Instruction Manuals—contd, | 


ture must be simple, with bold 
caps for headings, bold upper and 
lower for centre heads, a medium 
face for the subs and a light face 
of the same family for the text, 
set in two columns about 24 ems 
measure. Blackness is not so 
necessary as interest. Short crisp 
sentences with paragraphs well 
broken up by shoulder heads, 
centre heads and bold faces for 
emphasis. For ease of handling. 
a good size is 8 in. x 5 in. with 
stiff covers and no frills. 

_ The writing itself should be 
simple, direct and clear. The dif- 
ference between a skilled writer 


AN INTIMATE LOOK AT A MOTOR 


and ‘an amateur is_ that 
amateur uses four times aS Many 
syllables to put over the same 
idea. This applies with force to 
the writing of instructional 
material, where  one-syllable 
brevity is the key to success. 

It may seem rather odd to 
think of atmosphere in regard to 
instructional material, but any- 
thing “officey” or arty is soon 
spotted and derided. So try to 
put boots on your copy, or at 
least make it workaday by going 
out and getting to know not only 
machines but the men who use 
them. 


TRADER’S ADVERTISING CASE HISTORY 


(Continued from page 438) 


ation of Ironmongers, the middle 
pages of the folder carry a refer- 
ence table for the twelve months, 
showing when to sow under glass 
and when to sow and plant in 
the open. A_ separate table, 
cleverly designed to show the 
depths and distance apart that 
bulbs should be planted, gives 
the information pictorially at a 
glance. Elsewhere, the text 
emphasises the prime importance 
of consulting the ironmonger 
about supplies of tools for the 
gardener. i= > 


* * * 


N important alteration has 

been made in the method by 
which entries for The Shoe and 
Leather News “Merit” cup com- 
petition have to be submitted. 
The intention is to simplify the 
task of local Boot Trade Associa- 
tion secretaries who, in the past, 
have had to devote much of their 
spare time to the completion of 


their entry. , : 
The simplification is being 
achieved by providing entry 


folders which will contain a num- 
ber of loose-leaf sheets on which 
there are questions, with sufficient 
space for the required informa- 
tion to be concisely given. Full 
conditions of the competition 
will be given on the inside of the 
folder. 

The various questions posed in 
the entry form will cover the 
whole range of association activi- 
the past, but the 
answers, being uniform in 
character, will more readily con- 


| vey to the judges what they re- 


quire to know, without a deal of 
elaboration which the previous 
system tended to encourage. 


* * * 


N a double-page announce- 

ment in Men's Wear (Febru- 
ary 3), Pegasus (Textiles) Ltd. ask 
retailers for their assistance “to 
enable us to apply our public 
advertising in a manner which 
will bring the greatest results and 


make it easier for you to sell 
more ‘Pegasus’.” 

Readers are asked to fill in a 
questionnaire on sales of shirts, 
socks and underwear, and to 
address their replies to the firm’s 
advertising agents, George J. 
Smith & Co., Ltd. No prizes are 
offered. 

The same journal reports that 
negotiations are now being com- 
pleted for the manufacture in the 
United States of a leading British 
branded men’s outfitting line. 


* * * 


pT gpd brewery firms are sup- 

porting the National Cham- 
ber of Trade in its efforts to stop 
sales of clothing and textiles in 
public houses. 


* * * 


HE Drapers’ Record reports 

that in one instance indivi- 
duals set up shops in public 
houses in Leigh (Lancs) and were 
to offer 100 doz. tablecloths 
from 5s. each; 150 doz. towels at 
3s. 6d. each; 100 doz. dusters at 
6d. each; and 100 doz. pairs of 
nylons. They proposed to sell 
the goods on the town’s half- 
closing day. The matter came *o 
the notice of the authorities at 
the last minute, and the vendors 
were told to pack up. 


* * * 
yp gee on the in- 

creasing co-operation be- 
tween furriers throughout the 


country and the Press of their 
districts, The Fur Record (Janu- 
ary) says: 

“This sort of thing is of the 
greatest value to the whole in- 
dustry; and in our view it has 
greater immediate utility than any 
probable large-scale scheme for 
national fur trade propaganda, 
though we are not opposed to 
this if it is generally approved, 
liberally financed, and directed 
by someone who knows what 
needs to be done and how to do 
it.” 
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POTTERY 
GAZETTE 


& Glass Trades Review 


FOUNDED 


1815 


Rate card & full 
particulars from 8 
Ludgate Broadway 
Londoa, = E.C.4, 


Phone: City 4788. 


Are your 
Products 
used on 


board Ships? 


A regular advertisement in 
“The Chief Steward and 
Ship Stores Gazette” will 
ensure that your product is 
brought to the notice of 


Victualling Superintend- 
ents and Ship Store 
Merchants. 


“The Chief Steward,” now 
in its forty second year of 
publication, is the only 
paper of its kind published 
to interest the Catering and 
Purchasing departments of 
Shipping Companies. 


Sell to the 
Shipping Companies 


For particulars regarding 
advertising rates and space 
available write to: 


CHIEF STEWARD AND 
SHIP STORES GAZETTE 
26-28 BILLITER STREET 
LONDON . E.C.3 
Royal 5322 
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THE WOODWORKING INDUSTRY 
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British Industrial Plastics Led. 
Croid Ltd. 

Union Glue & Gelatine Co. Led 


serving the woodworking industry #28 


Air Control Installations Ltd. 
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ELECTRIC MOTORS : 


Brook Motors Ltd 
English Electric Co. Led 
General Electric Co. Led 
Howells (Electric Motors) Ltd. 
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Hahn & Co. Led. 
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Central Tool & Equipment Co 
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THE WOODWORKING INDUSTRY MACHINERY | 
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In the thick of it! 


NCE AGAIN the focal 
point for hundreds of 
callers seeking—and getting 
stories about the Daily 
Mail Ideal Home Exhibition is 
very efficient and helpful Press 
representative Frank Roots. 
Frank started with the Mail in 
Manchester as a boy in 1911, 
later revealed a flair for writing 
up agricultural and other shows, 
and gravitated to London in 1938 
after Press work on the Glasgow 
Ideal Home exhibition. 

When this exhibition is over 
he will get busy, inter alia, on the 
Evening News Flower Show; 
then, probably, a bigger and 
better Daily Mail Channel Swim. 


Your client is interested in 
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ainly Personal— 


By CONTACT 


About November the work starts 
on the Ideal Home again. 

He has seen the Ideal Home 
go through its many-coloured 
neon phase, its Staybrite phase, 
its plastics phase. He has also 
seen the post-war attendance leap 
to over a million. 

For the fact that it continues 
to stay at over a million, Frank 
deserves his share of the credit. 

oa * 
WITH MUCH pleasure I pass on 
the thanks of Dan Thielé to all 
who wrote to him when he was 
in hospital at Oxford after his 
accident. They will be glad to 
know that he will soon be back 
in harness, not only with 
Everybody's, but also with the 
Publicity Club of London. 

“I cannot speak too highly of 
the Fellowship Circle of the 
Advertising Club of Oxford,” ne 
writes me. “It was a great 
comfort and blessing to know 
what practical help a Clubman 
in distress can obtain . . . This 
is an inter-club service worth 
developing \” 

* om © 
TWO YOUNG men who came 
with flying colours through the 


FACTS & FIGURES 


The facts are — 


@ The Universe is influential 


@ It gets into the home and is read by 
the whole family 


@ The Universe readers answer 
advertisements 


The figures speak for themselves — 
@ A.B.C. figure—December 1950 
235,472 copies weekly 


PRESENT 


EXCEED 


SALES 238,50 


copies 
weekly 


Buy in the right market and get QUALITY -QUANTITY «RESULTS at 40/- per s.c. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE 


The Aniverse 


BREAMS BUILDINGS - 


LONDON EC4 


| 
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recent Institute of Incorporated 
Practitioners exam. were T. G. 
Hartshorne and A. P. Tapping. 

31-year-old Hartshorne, who 
collected the President's Medal, 
is an account executive with 
Clifford Martin’s, whom he 
joined in 1947 after, as he puts :t, 
“a six-year world tour with the 
Fleet Air Arm at Admiralty 
expense.” 

A firm believer in public 
speaking for ad. men, Hartshorne 
is the Regent Club’s public speak- 
ing section chairman. He hopes 
to field a strong team for this 
year’s national contest. 

For relaxation he drives a 
somewhat erratic ball round 
Richmond Park golf course. 

Distinction and special credit 
in marketing and sales organisa- 
tion went to “Tony” Tapping. 
“Tony” 
comes of 
good adver- 
lising stock, 
being a son 


and nephew 

of Charles 

Tapping. of 
Clifford 
Bloxham 

and Part- 

ners. Until 

last June he President's 
was a Masius 

and Fergusson account executive. 
handling Quaker Oats and 
Chappie. Now he is advertising 
manager of William Hill (Park 
Lane) Ltd., where he is respon- 
sible for both racing and footbail 
pool advertising 


Medal 


Aged 34, 
Tony is mar- 
ried to 
Frankie Tap- 
ping, who, 

# un derstand, 
was known 
a in Surrey 
m both as a 
hostess and 
fee as a breeder 
mo bull ter- 
me riers. Last 
f October the 
Ss Tlappings 
went to live, 
with their 
daughter, 
Mercia, in 
H am pstead 
Village. 


* * * 


A SCOT who plays golf at all 
opportune moments and _ still 
complains that he does not get 
value for his annual sub is James 
E. Hastings, newly-clected cap- 
tain of the Publicity Club of 
Glasgow's Golf Circle. His 
prowess in play at circle meetings 
has already earned him the Club’s 
two trophies—the Kemsley and 


Credit and 


distinction 
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Southwood Cups—and he is one 
of the only two members to have 
their names 
inscribed on 
both cups. 
When not 
golfing, 
Jimmy looks 
after his ad- 
vertising 
career with 
P. A. Men- 
zies. He 
joined _ this 
agency in 
1928 at the 
age of seven- 
teen, having 
been lured 
to the busi- 


On both cups 


ness by way of an article 
in a boys’ paper. A week's work 
convinced him that the author of 
that article had been a master of 
fictitious writing! 

In 1932 he switched to news- 
Papers, as contact man with the 
Scottish Daily Express advertise- 
ment department. Two years later 
he was persuaded to return to 
P. A. Menzies where he has re- 
mained—apart from his R.A.P. 
service from 1939 to 1945. 

Jimmy is a member of the 
executive of the Glasgow Publi- 
city Club, on which he serves as 
Membership and Publicity Con- 
vener. 

as * * 


A CREATIVE background 
ranging from church design to 
writing fairy stories for “confiden- 
tial” comedian Reg. Dixon are 
posses‘ed by Anthony Bentin, 
who recently went to Wilson 
Advertising as account executive 
and copywriter for the B.O.P.E. 
group of accounts (J. Arthur 
Rank Organisation). 

Ex-painter, repertory actor, 
radar instructor, cartoon story- 
man, script and copywriter, art 
director and production manager, 
Anthony literally entered the 
advertising world at the bottom, 
being featured as the feet of 
Colonel Chinstrap in a publicity 
short. 

His new appointment renews 
his association with the Rank 
Organisation, as he was formerly 
a story-artist and lyric writer with 
G.B. Animation Ltd., Cookham. 

Bentin is the older brother of 
crazy comedian Michael Bentine 
(the final “e” was grafted), that 
engaging zany with tangled hair 
and the oddest way with 
furniture. s 


WEEKS WISECRACK 


“We waited months for 
these paper-clips to 
arrive—now we've got 
no paper to clip.” 
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The Only British 
Weekly Journal 
Devoted to Golf 


Golf Illustrated—the oldest weekly Golf 
Magazine in the world—carries the finest reports 
written by experts in the game, as well as the 
best pictures of every important Golfing event, 
whether at home or abroad. Its high editorial 
standard has made it the world’s most in- 
fluential Golf journal. 

Any product which has a particular appeal to the Golfing 
fraternity must be advertised in Golf Illustrated. 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


* Teleph : Gr e 3592 


8 Stratton Street, London, W.1 
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THE WORLD'S MASTER TYRE 


ADVERTISER'S WEEKLY 


EVERY WOMAN WHO READS — 


STITCHCRAFT 


IS LOOKING FOR SOMETHING NEW 


\ 
yi 
} 


ABC NET SALES 281,324 
COPIES A MONTH 
£204 a page 
Type area 8}” x 6” 


Advertisement Manager 

S H BOWDEN 

Stitchcraft Ltd. Gt. West Rd. 
Brentford Middlesex 

Tel. EALing 6283 


, NF 
CONCENTRATE YOUR ADVERTISING 
ON WOMEN WHO MEAN BUSINESS 


libraries and 


reading rooms 


you can depend on finding 


the finished product of the 


LINOTYPE 
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ADVERTISER'S WEEKLY 


Watford and District Billposting 
Company and Robert Signs have 
been acquired by Odhams Press 
Ltd., as from March 1, 1951. 


These Companies will be under 
the control of the Borough Bill- 
posting Company. 


LOCAL MANAGER: H. F. FAULKNER 
GENERAL MANAGER: G.L. McLELLAN 


Watford Depot 
32 KING STREET, WATFORD 
Phone: Watford 4882 
Head Offices 
112 HIGH HOLBORN, LONDON, W.C.1 


Phone: Temple Bar 2468 


I 4 
| Sroteman 


circulates throughout Scotland 
and is recognised at home and 
abroad as the country’s most 
influential newspaper. Adver- 
tisers in THE SCOTSMAN achieve 
country-wide coverage of Scot- 
land’s most important middle 
and higher class markets. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 
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Dollar Market Reacts Well 


To Pictures 


were stressed by the Union’s 
director Major H. R. Watling. 

The temptation to advertise 
goods before they were available 
must, he said, be resisted. The 
U.S.A. buyer would certainly 
insist that if goods were adver- 
tised they must be there to be 
bought. After referring to the 
service given by U.S.A. news- 
papers to their advertisers by cir- 
cularising retailers in their district, 
drawing attention to the local ad- 
vertisements of manufacturers, 
Major Watling discussed the 
Canadian market, emphasising 
the need for finding out the most 
economical method to transport 
manufactured goods by sea to 
Atlantic or Pacific ports. It was, 
he pointed out, an important fac- 
tor in the build-up of the retail 
price. 

The British manufacturer 
must feed the retailer with cata- 
logues of his products which 
should be fully illustrated. He 
suggested it was unwise for a 
manufacturer to appoint sole 
distributors for the whole of the 
Canadian market. Many manu- 
facturers did not realise the vast 
area which had to be covered. 


$ $ §$ 


An answer to the defeatists 
who contend that it is necessary to 
spend at least a million dollars 
on advertising before one could 
make the slightest impression on 
the American market was given 
by Sir William Rootes. 

He had known great British 
organisations, possessed of big 
sterling resources, fall back on 
the excuse of the dollar shortage. 

“Frankly I don't believe they 

have tried,” he continued. “It 
is the experience of all of us 
who export to the North 
American market that where 
you can put up a good case for 
expenditure on advertising and 
publicity generally, the Trea- 
sury, the Bank of England, and 
the Dollar Exports Board could 
not be more helpful or more 
reasonable.” 

In publicity it was a vital neces- 
sity to shed our insularity. “We 
must be realistic, and shed every 
preconceived idea when approach- 
ing the North American market,” 
he added. Salesmanship methods 
there must “pack a punch.” The 
American's imagination was more 
quickly caught by original 
methods. 

“One of our most successful 
selling campaigns was based on 
the ingenious idea of exhibiting a 
Hillman Minx in a grocery store 
and pointing out it cost less per 
pound weight than did steak in 
the same shop. 

“In dealing with our North 
American friends in everything 
which appertains to salesmanship, 
advertising and publicity, we have 
got to take the starch out of our 
stuffed shirts. 


Of Products 


“As never before we have got 
to show willing to learn from 
them in the arts of sales promo- 
tion and salesmanship. We must 
realise, too, that if we are to 
launch sales campaigns there the 
overheads will, as in every other 
direction, be much higher than 
they would be in this country.” 

Last year’s advertising cam- 
paign which increased U.S.A. 
sales of the Macintosh raincoat 
by 500 per cent was described by 
Mr. William Lemkin, director of 
Dunlop Clothing & Weather- 
proofs Ltd. 


$ $ §$ 


After retailers from one end of 
the States to the other had been 
visited, their interest was further 
stimulated by a series of trade 
journal advertisements, followed 
by consumer advertising among 
the higher income groups. Bank 
of England limitations prevented 
advertising in dailies and a 
national magazine was therefore 
selected, with a circulation of 
350,000, 82 per cent of it distri- 
buted in 41 big trading areas. 

One or two pictures of an out- 
standing model taken by a first- 
rate photographer were standard- 
ised throughout the campaign 
which began with a full-page 
Macintosh raincoat advertise- 
ment. followed in three weeks by 
another full page and then by a 
number of one-third black and 
white pages. The page picture 
was the first public announce- 
ment of the Macintosh raincoat 
ever made in U.S.A. 

Consumer and dealer inquiries 
flowed in so freely from points 
as far apart as New Orleans and 
Seattle, trebling distribution in 
six weeks, that a further cam- 
paign was undertaken in the 
autumn. 


$ $ §$ 


Similar plans, except that the 
advertising is on a heavier scale. 
have been made for the present 
year, and for Canada where a 
campaign, described to the Con- 
vention in detail by Mr. Lemkin. 
was equally successful, a scheme 
larger than last year’s is about to 
begin. 

The two campaigns, said Mr. 
Lemkin, were far from costly. 
“In fact, for what we achieved 
the expenditure was well justified 
and represented a sum very little 
higher than what we should spend 
on a similar campaign in the 
domestic market. 

“It is no use,” he added, “going 
into the U.S.A. and Canadian 
markets with cold feet. By 
courage, patience and real hard 
work Great Britain will get the 
dollars she so badly needs.” 

An attractive display of mainly 
export magazines was a feature . 
arranged by Mr. G. W. Scott of 
Alphar Advertising, Eastbourne 
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CURRENT ADVERTISING 


Johnson’s Launch New Car Waz: 
‘Eversharp’ Back To Blorham 


Car-Plate, a new liquid wax 
car polish, made by Johnson's 
Wax Products Ltd., was launched 
at a Press party at the Dorchester 
on Tuesday, together with Carnu, 
car cleanser. Car-Plate is claimed 
to give, without hard polishing, a 
durable coating of wax, a high 
gloss finish, a hard protective 
shield against the weather, and a 
smooth, dry finish. 

What is thought to be the 
biggest campaign ever launched 
for a car polish will open this 
week with large spaces in national 
dailies, including half-page, 
Daily Express. Also being used 
are Illustrated London News, 
Punch, and other high class 
weeklies. A full-page in colour 
will appear in Picture Post in 
April. Provincials and trade 
Press will also be used. Erwin, 
Wasey & Co., Ltd., Johnson's 
agents, are handling the cam- 
paign. 


ACCOUNTS MOVING 


Clifford Bloxham & Partners 
Ltd. have been re-appointed by 
Eversharp Ltd. to handle the 
advertising of Eversharp pencils 
and pens as from March lI. 
Bloxham’s previously handled 
this account from 1945 to 1948. 

To Commercial Advertising 
Service Ltd. (Manchester): Secto 
Co., Ltd., makers of Secto Extra 
Power D.D.T. insecticide. Trade 


others Daf heng 


This emblem has been adopted 
by the recently formed Father's 
Day Association Ltd., and will 
be used in members’ regular 
advertising in the weeks preceding 
Father's Day (June 17). Agents 
for the Association are Mather 
& Crowther Ltd. 


campaign has started in the 
Ironmonger, Hardware Trade 
Journal. Chemist and Druggist 
and Pharmaceutical Journal. 
Space has been booked for a 
concentrated consumer campaign 
from June to August inclusive. 
Media includes the Radio Times. 
London evenings and leading 
provincial papers. 


NEW_ ACCOUNTS 


To Scott-Turner & Associates 
Ltd.: Speedfix Ltd., manufac- 
turers of self-adhesive tape. 

To Greenly’s Ltd: A.C.V. 
Sales Ltd., sales organisation of 
the Associated Commercial 


Vehicle group of companies. 
Initial campaign in commercial 
vehicle Press and kindred jour- 
nals. 

To Samson, Clark & Co., Ltd.: 
Fonta Water razor, which was 
exhibited at the B.I.F, Marketing 
in Britain will be on a regional 
basis. 


NEW CAMPAIGNS 


A strong national campaign for 
Thomas Hedley & Co., Ltd., to 
announce the new “handy size” 
Fairy soap opened on Monday 
with an 11 in. triple in the Daily 
Mail. Large spaces will be used 
in Fairy’s normal schedule of 
high circulation national dailies 
and Sundays, backed with large 
colour spaces in women’s maga- 
zines. 

Agents are Lambe & Robinson 

For Chen Yu Ltd., introducing 
Double Peony, new shade of nail 
lacquer and matching lipstick. 
Full page colour ads. in Vogue, 
Harper's Bazaar, Britannia and 
Eve, The Queen and Woman's 
Journal in April and May, and 
dealer aid material. Agents (for 
Press advertising): Armstrong- 
Warden Ltd. 

For Colgate- Palmolive- Pe et 
Ltd., introducing the “new” Fab 
—the powder is finer—with large 
spaces in national dailies anJ 
Sundays. including half-page 
News Chronicle, women’s maga- 
zines, Radio Times. Agents: 
Masius & Fergusson Ltd. 

For Roberts Windsor toilet 
soap, trade Press scheme now 
Starting is to be followed in the 
spring with an extensive cam- 
paign in “home interest” maga- 
zines. Agents: Napper, 
Woolley Ltd. 

For Dents, glove manufac- 
turers. There will be a spring and 
autumn campaign for women’s 
gloves. National Press will be 
used for Dent’s men’s gloves 
during October, November and 
December. Announcements in 
trade Press are now running. 
— J. Walter Thompson Co., 

For Flit insecticide in national 
dailies and Sundays, women’s 
monthly magazines, trade Press. 
Copy will mention Flit Aerosol, 


a new automatic container. 
Agents: McCann-Erickson Ad- 
vertising Ltd. 


For Gordons gin, starting April 
1, national dailies and Sundays, 
provincials and general interest 
magazines. Special positions will 
be taken where possible. Agents; 
C. J. Lytle (Advertising) Ltd. 

For R. Demuth Ltd. introduc- 
ing “Memento,” “Saga,” “Contra- 
band,” and “White Lies” perfume 
in women’s magazines and trade 
Press. A sample scheme will be 
announced in Woman's Own of 
March 15. Agents: Strand Pub- 
licity Ltd. 
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For Frigidaire. 1951 campaign 
includes full colour ads. in Good 
Housekeeping, Women's Journal, 
Country Life, Homes & Gardens, 
Ideal Home, Illustrated London 
News, Picture Post and Punch. 
The trade Press campaign covers 
35 publications in 18 separate 
categories including bakers 
butchers, brewers, caterers, 
dairies, fishmongers, grocers and 
industry. Agents: Foote, Cone & 
Belding Ltd. 

For Pond'’s Extract Co.. Ltd.. 
introducing Pond's Freshener 
Pads for make-up removing and 
skin refreshing, in trade Press. 
— J. Walter Thompson Co., 

d 

For Ryvita in pone dailies. 
Agents: Colman, Pren’ 

Ltd. 


For Windsmoor Ltd. Spring 
campaign launched last week with 


two-colour half-page in Daily 
Express. Half-page in Evening 
Standard and 11 in. triples and 


smaller spaces in national and 
Sunday Press will follow. Agents: 
Greenly’s Ltd. 


Going Ahead 


Men’s Hat Promotion Ltd. 
have started a new scheme to 
link their men’s hat adver- 
tising in the consumer Press 
with retailers’ window displays. 
Special aluminium frames are 
being made available, free of 
charge, to retailers who will 
be sent each month reproduc- 
tions of latest Press advertise- 
ments featuring film stars. 
Agents are F. C. Pritchard, 
Wood & Partners Ltd. 


Wall’s Ad. News 
Sheet 


A newspaper in the form of a 
monthly review of outstanding 
events to familiarise local repre- 
sentatives with the firm’s current 
advertising campaigns has been 
launched by T. Wall & Sons Ltd. 

The first issue, for March, deals 
with the last full month of the 
winter Press campaign. “During 
this month alone,” says the 
review, “our advertising will ap- 
pear more than 42 million times.” 


. 
Rego-Rigmel 
Joint Scheme 

Bradford Dyers’ Association 
Ltd., owners of Rigmel Shrink- 
age finish, and Rego Clothiers 
Ltd. are combining in a joint 
advertising scheme. 

Rigmel-shrunk fabrics are 
used, amongst other things, for 
shirts and pyjamas, sold by 
Rego’s in London and the Home 


Counties. Rego are taking a 
1 in. x 2 in. column space 
underneath Rigmel  advertise- 


ments appearing in newspapers 
covering each area where Rego 
has a branch, 

Agents are J. Walter Thompson 
Co., Ltd 
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DIFFERENT: 
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154-156 Fenchurch Street, E.C.3 
Man 2616 


The Intimate Link 


YOU and YOUR PRODUCT ARE 
RELATED 
TO THE PEOPLE OF BOLIUN 
if you advertise in the 
“BOLTON STANDARD” 
which deals with the personal affairs of 
Bolton People 

It creates the right atmosphere for you 
to sell your goods. 

Its entire sale is in ee and sur- 
rounding districts. There is no waste 
ciecuiation, and it is Bolton's favourite 
weekly newspaper. 

Continued sales increases 


Victoria Street. Bolton 4742/5 


115, High Holborn, Londons, W.C.1. 
Chancery 8752/3 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.II 


‘el. Nos. Battersea 5300 & 4886 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA Sues SIGNS A DISPLAYS) LTD 


TOM ROAD 


HANWELL Ww? 
(Al #008 “a 


Personal Atter all Enquirves & P 
Compiece and Guaranteed Service in the Fullest Sense 
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ADVERTISER'S WEEKLY 


THAT at the annual meeting of 
the Newspaper Press Fund 
Colonel J. J. Astor was re-elected 
president, and Sir Alexander 
Powell, Lionel Berry and Harold 
Bowler were elected vice-presi- 
dents. 

* * . 
THAT on Saturday the Daily 
Herald will celebrate its 2Ist 
birthday as a national daily. 

* * * 


THAT Llandudno Publicity Asso- 
ciation has approved a budget of 
£9,040 for 1951 advertising. This 


is over £2,000 more than the 
total 1950 expenditure. 

* * * 
THAT the minimum target of 


£1,000 set by the committee of 
the Sandown-Shanklin Joint Ad- 
vertising Scheme has now been 
cmnenies. 


* * 
THAT an offer by London 
Coastal Coaches to display 
Margate publicity material in 
about 200 travel agency windows, 


free of charge, has been accepted. 
* * * 


THAT a transfer, made by 
Animation Company, Bradford, 
advertising Pepsi-Cola, was stuck 
by a vendor in the Middle East 
on the rump of his camel. 


We Hear— 


THAT the new exhibition hall of 
the North Thames Gas Board at 
Watson House, designed by 
Misha Black, display consultant 
to the Gas Light and Coke Com- 
pany, is to be opened to-day 
(Thursday). 
. . * 
THAT the Efficiency Magazine 
has come under the ownership 
and management of Edward E. 
Casson, who succeeds his 81- 
years-old father Herbert N. 
Casson—at present on tour in 
New Zonlane. 


* 
THAT a new book, “Dancing on 
Ice,” published by C. Arthur 
Pearson Ltd., was launched in a 
novel way last week when it was 
awarded to lucky spot skaters at 
Queens a Rink, eagemater. 
* 


THAT circulation of Newsweek 
in the U.S. for the last six months 
of 1950 was a record of 837,390 
copies. 
* ” 

THAT a party of 30 bookstall 
managers of the greater London 
area and their wives, from W. H. 
Smith and Sons, visited Kemsley 
House, Grays Inn Road, and saw 
the Daily Graphic in its various 
stages of production. 


* ADVERTISING MANAGER’S CORNER 


Last Impressions Last 


There’s a lot of talk about the importance of first 
impressions but in our experience it is the last 


impressions that stick. 


Your Press advertising may persuade the customer 
to ask for your product by name, but when he gets 


into the shop a brilliant 


‘counter attraction’ can 


switch him over to your competitor. 
It’s the last impression that decides which way 


the sale goes. 


Unless your point-of-sale adver- 


tising is good enough to keep your product in the 
customer's mind in the face of strong competition, 
you may be wasting the greater part of your 


advertising allocation. 


distinctive 


showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED. 29-30 KINGLY STREET, LONDON, W./ 
Tcl: REG 3295-6 


At a conference of 


representatives presentations were made to three 


their retirement: 


1930. Left to right: W. 


“Daily Herald” and “Sporting Life” 
“Herald” 
S. Piper, night publisher from 1930; J. Grime who 
joined in 1929 at the age of 60 and represented the paper in Sheffield 
for more than 20 years; and D. W. Foot, Chester representative since 


Surrey Dane, 


circulation 
men on 


chairman, “Daily Herald,” 


J. Grime, S. Piper, and D. W. Foot. 


THAT the “Best Awards of In- 
dustry” direct mail exhibition at 
the offices of the Institute of 
Incorporated Practitioners in 
Advertising has been extended 
until to-morrow (Friday). 

* * * 


THAT representatives of the 
British news agencies (Press 
Association, Reuters, and Ex- 
change Telegraph Company) 


have undertaken that their res- 
pective Boards would consider 
the National Union of Journal- 
ists’ application for a 16 guinea 
minimum. 
* - * 
THAT increasing numbers of 
members of the Institute of In- 
corporated Practitioners in Ad- 
vertising are attending meetings 


of the Institute's discussion 
group, the last of which dealt 
with increasing retail prices of 


newspapers and periodicals. 
* * * 


THAT W. F. E. Corker, of E. 
Allan-Cooper & Co., Ltd., was 
married at Loughton _ parish 
church on Saturday to Miss Rose 
Gregory, of C. Mitchell & Co., 
Ltd. 


* - *~ 
THAT when he attended the 
opening of a new canteen to 
accommodate 130 at the York- 


shire Evening News main offices, 
Trinity Street, Leeds, the Lord 
Mayor of Leeds (Alderman F. H 
O'Donnell) revealed that 36 years 
ago he was a reporter on the 
paper. 

- ~ 
THAT there will | be a larger floor 
space available than ever before 
at the 18th national radio and 
television exhibition to be held at 
Earls Court from August 28 to 
Sepeensher 8. 

* * 
THAT over fifty British fur 
trade firms have promised £100 
each towards running a Fur 
Trade Exhibition jin London 
during the Festival of Britain. 

* * * 
THAT when the Sheffield Tele- 
graph increased its price-to 14d. 
last week it announced that it 
did so with the greatest reluct- 
ance because throughout its 91 
years it had been sold at one 
penny and was the oldest penny 
provincial paper in the country. 


THAT a daughter has been born 
to the wife of J. E. H. Cook, 
director Star Solus Sites Led. 

* * 


THAT U.S. newspapers carried 
the greatest volume of advertising 
linage ever during 1950. 


ADVERTISING 
DIARY 


Friday, March 9. 
Pusticiry Civs’ or Hutt two 
day advertising convention opens. 
Pusticiry Crus or GLascow. 


Speaker: J. Morgan Thomas. 
Grosvenor Restaurant. 12.55 p.m. 
Pusticity Cius OF SHEFFIELD 
luncheon. Cr. W. G. Pallett on 
“Advertising and the enginecring 
industry."" Grand Hotel. 12.45 p.m. 

day. March 12. 

BrisTOL AND West Pusticiry 
Cius. Speakers on “Lithography, 
letterpress and photogravure.”” 
Grand Hotel. 6.30 p.m. 

Tuesday. March 


DispLay PRODUCERS AND SCREEN 


PRINTERS ASSOCIATION dinner. 
Hungarian NE  cgmma Regent 
Street 


Berrisu Bates PROMOTION Asso- 
CIATION. A. rockbank on 
“S:atistics in Sal 
Howard Hotel, 
6.30 pm 
Pusuicity CLUB OF NEWCASTLE. 
junior section N. Heywood on 
‘Press Advertising.’ 7 pm 
INSTITUTE OF ee Prac- 
TITIONERS IN ADVERTISING discussion 


ces.) Promotion.” 
Norfolk Street, 


group Subject: “The Tendency 
to use expensive and ‘clever’ 
advertising."’ 6.30 p.m. 
Wednesday. March 14, 
Pusticity CLuB OF NOorTH 
WALES. annual mecting. nee 


Hotel, Colwyn Bay 
ADVERTISING CLUB OF Sxecan. 
J. L. G. Howkins introduces films 
on “Is a public relations policy 
essential in local government?” 
Agricola Restaurant. 6.30 p.m. 
rs“ay. 15. 


Pustictry Ctus OF NEWCASTLE 


luncheon. Alfred Edwards on “The 
= Scene.” Crown Hotel, 
Pusticity Civusp or _  CLeeEps 
luncheon meeting. Speaker: W. J. 
rown 
Friday, March 16. 


Pusticiry Ciusp OF GLAsGow. 


Bailic John McAs‘an on “Experi- 
ences as a magistrate."" Grosvenor 
Restaurant, 12-55 p.m 
Monday. March 19. 
Puaticiry Cius oF LONDON 


meeting. Waldorf, 6.15 p.m 

Pusiicity Cius OF SHFFFIELD. 
>. Es Mottershaw on “ 

in — 

Fiore 
Tuestay 3 
Pusiiciry CiLuB_ OF NEWCASTLE 
annual mecting. 7 


p.m 
MANCHESTER PUBLICITY ASSOCIA- 


TION John Newton on “Selling 
by oe -gl The Internationa 
Club, 
Wednesday, March 21. 

INCORPORATED " Apventismes 
MANAGERS’ ASSOCIATION. Mem- 
bers night. 6.30 p.m 

EGENT ADVERT!SING Cus. 
Gerald Barry on “The Festival of 
Britain.” Royal Society of Arts. 
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PUBLICATIONS NEWS AND NOTES 


Kemsley Racing 
Handbooks 


ae 


“as 


tee UAE OF PURLAEATION ye 
1951 snanetenaaee 6 ~ 
‘ ‘ 

Kemsley Newspapers Ltd. 
announce the following racing 
publications: Sporting Chronicle 
Racing Up To Date (Annual 
Part, Flat—1950, complete price 
6s.) (Weekly Part, price 3s, 6d). 
Sporting Chronicle Horses in 
Training (price 1s. 6d.). Sporting 
Chronicle Turf Ready Reckoner 
(price 6d.) and Empire News 
Racing Handbook (price 3d.). 

* * * 

The publishers of British In- 
dustrial Equipment announce 
that after the March issue, the 
journal will no longer be issued 
as a separate publication, but 
will be incorporated in Business, 
the Journal of Management in 
Industry. The unfavourable in- 
ternational situation, with manu- 
facturers uncertain of the respec- 
tive priorities of export orders 
and Government rearmament 
orders, and steeply rising pro- 
duction costs, are factors men- 
tioned by the publishers in their 
announcement of the suspension 
of separate publication. 

* * * 

Appearing for the first time to 
the general public on March 29, 
the April issue of Royal Air 
Force Review is a special 33rd 
R.A.F. birthday number contain- 
ing material from official U.S. 
sources of atomic bombing not 
published before in this country. 


Owing to rising costs of pro- 
duction and the uncertainty of 
paper supplies, it has been 
decided, as a temporary measure, 
to publish Good Motoring bi- 
monthly, beginning with the May- 
June issue. It is planned to pro- 
duce occasional extra numbers, 
of which the first will be a special 
Motor Show number, 

*~ * * 

Local businesses provide nearly 
all the advertisements in Hamp- 
stead Independent Journal, a new 
sixpenny 16-page 9} in. x 74 in. 
monthly magazine published by 
The Constitutional Press Ltd. 
Film notes, articles about local 
places of interest, and a “What's 
On?” feature are included. 

* * * 

To-morrow’s issue of the 
Autocar is a special Caravan 
Number, the main feature of 
which will be an extensive Buyers’ 
Guide. 

* * * 

A special “C” Licence Number 
will be published by Motor 
Transport on Saturday. Feature 
articles by road transport experts 
describe how operators of “C” 
licensed vehicles organise, run and 
maintain their fleets. 

7 ~ ~ 

Cage Birds to-day publishes a 
special breeding season number 
containing illustrated articles on 
all aspects of bird breeding. 

* * * 

The Times Review of the 
Colonies appeared on Tuesday 
for the first time as a regular 
periodical. It upholds the policy 
that colonial territories should be 
advanced progressively to self- 
government. Containing 24 pages 
and many illustrations, it is 
priced 6d., or by annual postal 
subscription 2s. 6d, for the four 
issues. 

* * * 

The first issue of Light Craft, 
Link House Publications’ new 
monthly for small boat enthusi- 
asts, brings to its readers the first 
of a series of articles on dinghy 
racing tactics. 

~ - * 

This month's Parents, on sale 
March 19, has 16 extra pages and 
is printed on better quality paper. 
Dr. Charles Hill contributes the 
first in his series of twelve articles 
on parentcraft. 


Phone: BER 1065 

Trade Typesetting 
Monotype and Handwork 

Specialists in proving for 

Photo-Litho Reproduction 


Delivery and Collection 
in Central London 


ADVANCE TYPOGRAPHERS 
LTD. 


Marigold Street, Jamaica Road 
S.E.16 


Est. 1908 Phone : Hol. 8641/2 


ili 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


ADVERTISER'S WEEKLY 


At the ODEON 


YOU MUST BOOK 
NOW 
FOR THIS GREAT 
OCCASION! 


Only a few days remain for you 
to make sure of being present at 
this outstanding event in the world 
of advertising — 


WORLD 
FILM PREMIERE 


in aid of the 


NATIONAL ADVERTISING 
BENEVOLENT SOCIETY 


By kind permission 
of J. Arthur Rank Organisation 


MICHAEL REDGRAVE 
JEAN KENT 
NIGEL PATRICK 


In the Anthony Asquith Production of 
Terence Rattigan’s 


“THE BROWNING 
VERSION ” 


Produced by Teddy Baird 


THEATRE 


LEICESTER SQUARE 


On Thursday, March 15th, 1951 


Doors open 7.30 p.m. 


"if TICKETS at 15 gns., 10 gns., 5 gns., ‘ 


3 gns., 2 gns., 1 gn., and 10/6 obtainable 
from the Daily Telegraph Office, Fleet 
Street; the Daily Mail Bureau, Regent 
Street; Mrs. Madge Clarke, 79 Davies 
Street, W.1., and from members of the 
Ticket Committee, in Agency and News- 


=~. paper Offices and Advertising Clubs. ” ae 


Space donated by “* Advertiser's Weekly "’ 
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ADVERTISER'S WEEKLY 


Churchill Patron Of 


Print Congress 


Mr. Winston Churchill has 
accepted the invitation of the 
British Federation of Master 
Printers to be Patron of the 
seventh International Congress 
of Master Printers to be held in 
London, July 23-27. 

More than 400 bookings for the 
Conference have already been 
received. The subjects for the two 
main sessions will be “Productive 
Efficiency” and “Design in Print.” 
Afternoon sessions will be de- 
voted to the main printing pro- 
cesses—letterpress, lithography, 
gravure, and bookbinding. Facili- 
ties will also be provided for 
visitors to inspect a wide selection 
of technical establishments cover- 
ing the printing field as a whole. 


Travel Ads. Show 
No War Scare 


Publication of the New York 

+ Times 1951 international travel 

section shows that travel adver- 

tisers believe 1951 will be a good 

tourist year, despite the inter- 
national situation. 

Three hundred and eighty-three 
advertisers from the U.S. and 24 
other countries were represented 
in this 56-page magazine section. 
Of the 42,280 lines of advertising. 
27,679 originated outside the U.S. 
Included were six and a half 
pages from Britain, keyed to the 
Festival. 


Watney, Combe, Reid's advertis- 
ing department send a carton of 
fresh brewers’ yeast to Winston 
Churchill the day after it was 
announced he was suffering from 


staphylococcal infection. A letter 

which accompanied the carton 

from John Batten, Watney's ad- 

vertising manager, offered him 

a regular supply of yeast if he 

wished. Here Churchill's butler 
is receiving the yeast. 


ALL THEIR OWN WORK 

Thomas de la Rue Co., Ltd., 
will be staging an exhibition vf 
their work, including stationery, 
plastic products and gas equip- 
ment, at the Royal Society of 
Painters in Water Colours, 
Conduit Street, W.1, in July. 
F. J. Lyons Ltd. will be respon- 
sible for eetoriel , eee. 
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Legal and Gazette 


New Companies 


Squire & Company Lid. Adver- 
tising contractors and agents. Nominal 
capital: £10,000. Directors: R. L. Tomlin, 
Dorothy J. Squire, S. Windridge and 
A. G. D' Albertson 

Joyce Wells Lid., 25 Dover Street, 
Piccadilly, W.1. Advertising and publicity 
agents. Nominal capital £100. Directors: 
E. Turrell, Joyce Wells and Marjorie 
Anderson : 

(The above-men,. oned particulars of 


new com registered are 
taken from the Daily Register compiled 
by § and Sons, Lid., Company 
egistration i 116 — Lane, 
CD 
BANKRUPTCY 


ALFRED WiLtiaM BaiLey and Rosert 
Amos HOWLETT, lately carrying on busi- 
ness together in partnership under 
name or siy.c of “Arrow Press” at 129 
Green Street, Forest Gate, Lo 
Printers and publishers. 

ihe adjourney puoduc examinauion was 
convened to be heid at the London oo 


rupicy Court, Carey Street 

recently, but it was stated that R, A. 

Howlett died on December 22 last. : 
A. W. Bailey had filed a statement 


which disclosed liabilities of 1.634 against 
assets estimated to produce £1,007. 
Bailey said that in February 1948 he 
entered into partnership with Howlett. 
He contributed plant and machinery and 
business goodwill at a credit value of 
£350, plus £50 cash Howlctt provided 
£400 as his share 

Bailey attributed the failure of the 
pcrinership to damage of stock by flood- 


ing, loss on publication of a booklet and 
to insufficient turnover to meet the heavy 
costs ot production, 

The examinaiuion was concluded. 

GERVASE FaLminer, Fulbrook, near 
Burford, Oxford, journalist Receiving 
Order February 20. 

NortHern PusutsHinc Co, Lrp., 37, 
Victoria Street, Liverpool |. proprietors 
and publishers of Milling, have no con- 


nection with the Northern Printing Co., 
1x3 Oxford Road, Manchester. whose 
hearing in bankruptcy was “reported in 
last week's sssuc 


WILLS 


Harry Rountree of Saltings, 
Cornwall, cartoonist and we C 
children’s and travel left 
£4,586 Is. 7d. gross, £4,416 = soa. net 


Georce Joun ARCHIBALD Brown, editor 
of the Isle of Man Times for 25 years, 
and grandson of the roy left estate 
in England valued at £6,57 


DISSOLUTION OF PARTNERSHIP 
BERNARD Kaye and Ratpu Stewart 
STOKES, trading as “Bernard ae Pub- 
lishers Agency.” 4 Avenue 
Southampton Row, London, W.C iy 
lishers and agents. January 1, 1951. mall 
debts by Bernard Kaye who will continue 


Our Photographers 
Among The Best 


Twenty British Press photo- 
graphers have won between them 
two first awards, two honourable 
Mentions and twenty-two “exhi- 
bitions” in the 8th annual Inter- 
national News Pictures of the 
Year competition jointly spon- 
sored by the Encyclopaedia 
Britannica and the University of 
Missouri School of Journalism. 

Bert Hardy of Picture Post won 
first award for war pictures, with 
his “Inchon Invasion.” 

Erich Auerbach of J/llustrated 
won first award for his sequence 

“East End—West End.” 

Joe Waldorf of IN.P. and 
Douglas Miller of Keystone won 
honourable mentions in the 
autentoned —— 


N ow READY 


IVE YEARS after the war, the face of the 

Home Market is still changing rapidly. 
Populations and factories—even industries— 
have shifted. Whole marketing areas have 
changed their character altogether, and buying- 
power, trends and demand have been com- 
pletely transformed. 
Details of these changes have hitherto been 
unobtainable, and manufacturers and distri- 
butors have had to plan largely by guesswork, 
from a few facts reported here and there. 


Indispensable Guide to the 
U.K. Market of TO-DAY 


Now ALL the facts and figures of these tre- 
mendous changes are available to you through 
the new “County-by-County” MARKETING 
SURVEY OF THE UNITED KINGDOM, which records 
the most searching investigation of the Home 
Market ever undertaken. 
Here you will find vital, exhaustive and up-to- 
date details about: the National Market as a 
whole; Greater London's 46 marketing areas; 
145 provincial towns over 45,000 population— 
as well as the first County-by-County survey 
ever published, containing analyses of more than 
1,200 towns, villages and rural! districts, down 
to 5,000 population. 

The MARKETING SURVEY analyses your poten- 
tial customers by age, sex, class and occupation; 
indicates earning power and spending habits; 


The Completely Revised, Greatly Extended County-by-County 


MARKETING SURVEY 


OF THE UNITED KINGDOM 


ee ee 


records the housing returns for 1938, 1948 and 
1949, and waiting lists; gives numbers of cars, 
commercial vehicles, radio and television sets 
licensed—telephone subscribers—premises wired 
for electricity—employment _figures—cinema 
seating capacities, and so on. 

And it gives you all the distribution data you 
are ever likely to want: alphabetical and trade- 
classified directories of wholesalers; retail outlets 
in some 50 categories of shops; transport facili- 
ties; advertising media, services and supplies 
every factor you must have for any regional! or 
National marketing or selling campaign. 


Edition Limited : Post Your Order Now a 


Advance orders have already absorbed a big Crown ato.. 
part of the severely limited edition, and there Clot 

are indications that the demand will exceed the "°”’ 
supply. To ensure securing your copy, please 

return the coupon without delay. 


EXCLUSIVE 
to this Edition 


The first County-by-County 
survey of the Home Market. 


* 


A new INDEX OF 
INCOME LEVELS, giving 


it www ween ew ee eee ee eee by industry im the 145 
1 FILL IN AND RETURN COUPON 
* Business Publications Ltd., 180 Fleet Street, London, E.C.4 ' * 

Please send me by return a copy of the “County-by- Teleph tiees BY 
1 
» County” MARKETING SURVEY OF THE UNITED 4 Anene SSARATIVE 
« KINGDOM, for which invoice me on despatch at the post- tie them up with 
4 free price of £5 Ss. I pon Ba Bh flea 
t Name ...... . * 
"Address : 
i DD cessctascdecsvdesoveseresssecencecscicccecccoscenheseusstebeeseete " oars, mg 
Bee steeds sist aetna ht feted ieee habdge shag AW/MSI Plastic, Electronic, ete. sl 


Cash with enter W. K.) 94s. 6d. Overseas orders must be accompanied 
by full cash—£5 10s.—which includes packing and postage). 
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Planned 


SALES PROMOTION 


* 
Design, Copywriting, Print, Display & Photography 


Please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1. 


ViCtoria 5303 (6 lines) 


OPPORTUNITY 


SOUND INVESTMENT 


with A well-known Mail Order firm, established 30 
or without years and now ripe for more rapid expansion re- 
employment quires additional capital — approximately £7,500. 


Attractive terms can be offered » with seat on + 
and if desired—and lified—a p 
Advertising or Office Manager. Principals - 
may write in full confidence to 


Box 11386 Advertiser’s Weekly, 180 Fleet St. E.C.4 


Mr. Manufacturer . . . 
THE FESTIVAL 


ARE YOU READY FOR IT? 


If help is still required perhaps we can give 
it... But please approach us promptly. 
Design and Production 

Publicity Posters : Point of Sale Displays 
Packaging Signs : Showcards : etc. 
T. W. HUMPHREY LLOYD 


42 MAIDEN LANE: LONDON, W.C.2 
Telephone: TEMple Bar 5749/6381 


a 
a 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


Day and Night 
PRINTERS 
501/5 Grove Green Road 
LONDON, E.1! Tel. LEY 1164/5 


Priestieys 
FOR DISPLAY & SCREEN PRINTING 
LONDON TEL: TRA 4277 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Cortinsed from prge iii of cover) 


APPOINTMENTS WANTED & 


TEGIACAL ADVERTISING. 
M.LA.M.A. seeks post. Experience: 
electrical, radio, acronautics, engineer 
ins, ‘eres appliances, building, marine 


= ‘1313 Ad. Weekly 180 Ficet St_BC4 


SHORTHAND.-TYPISTs. 
Clerks, etc. 


YOUNG L LADY. 20 . Good education. 
Over two years’ art training. een 
train in Agency or Studio. 

_ Box 1335 Ad. Weekly 180 Fleet St EC4 

PUBLIC RELATIONS OR YOUNG 
DIRECT top-line Fleet Street 
experieace, contemplating 
position offering more 
welcome enquiries from Advertisers or 
Agents desirous of starting (or adding 
to) own P.R partment. Write in 
strictest conhidence 

__Box 1404 Ad. Weekly 180 Fleet St BC4 

INFORMATION OFFICER or research 
statistician available for agency or 
industrial organisation: exceptional con- 
tacts with official sources. Experience 
with leading home market ——— 
— familiar —, range 

ket statistics. 
_Box 1349 Ad Weeks 180 Fleet St EC4 

ADVERTISEMENT MANAGER age 41, 
experienced. energetic, with desire to 
Progress, wishes appointment with first 
rate publication. paequate reason for 
cooking change. Picase write to 
__Box 1381 Ad. Weekly 180 Fleet St BC4 

YOUNG MAN, ii, keen. no previous 
experience, seeks opening in advertis- 
ing or — 

Box 1382 Ad Weekly 180 Fleet St EBC4 

GENTLEMAN sccks publishing post— 
experienced reading, ee space- 
selling, shorthand, typewri 
_ Box 1383 Ad. Weekly i Flect St BC4 

IDEAS AND COPY MAN, experienced 
on range of national accounts, radio 
commercials, sales —. secks open- 
ing with prospects. Wri 
_ Box 1394 Ad. Weekly 180" Fleet St EC4 

TECHNICAL ARTIST with long experi- 
ence in engineering subjiccts, retouching, 
design, lettering. airbrush, offers ser- 
vices to first class firm 
Box 1266 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


ARTISTS capable of high-class Still Life, 
Lettering, Fashion, Mechanical ilius- 
tration, for National and Trade Press 
Advertising, Catalogues, Leaficts, 
additional work 

1278 Ad. a Weekly 180 Fleet St EC4 


MURALS 
Small team of experienced Mural Artists 
with modern outlook specialise in 
Industrial and Commercial designs, 
on advertising themes if required. 
Estimate with preliminary designs. 
JON PEATY STUDIOS, 
Chapel Mews, Waterloo St., Hove, Sussex 


COMMERCIAL ARTIST requires process 
work (line, tone and colour), lettering 
specialist. ee work from your 
colour roug! 
Box 233 ry Weekly 180 Fleet St BC4 


ARTIST DESIGNER 

in creative work and 
in leaflets, 
. showcards and 
general design, requires additional 
connections. London Studio. Prompt 
Service guaranteed. 


Box 1252 
Advertiser's Weekly, 180 (Fleet St., E.C.4 


a — a anqest, experienced in 
shoe wing, mechanical 

| --E and lettering. secks good 
connections. ice guaranteed. 
Box 909 Ad Weekly 1h 180 Fleet S: POS 


FREE LANCE SERVICES 


FIGURATIVELY SPEAKING—it would 
be better to ask Py for 
Figures, Ideas and Commercial Art 
KEN. $233, 50, Old “Bomena Road, 


GaAWINGS tor Advarten ad 
lishers, W. 7 Bloomsbury 
_Se., W.C.1. MUS 7181. 

EXPERIENCED ARTIST in ——— 
Lettering and Illustration, seeks further 
chents 
Box 1391 Ad. Weekly 180 Fleet St EC4 

POSTER INSPECTOR, Free Lance, fully 
experienced covering all Midland 
- —per requires extra work Refer- 

pplic .  Cockbill, 59 

Clark Street, Ladywood, Birmingham, 

SPARE TIME IDEAS AND Copy- 

WRITER required by yh manufac- 
turer. Write in confidenc 

Box 1390 Ad. Weekly 180 ‘Fleet St BC4 


BUSINESS OPPORTUNITIES 


BUSINESS GENTLEMAN 
with numerous valuable contacts, 
wishes to acquire substantial interest 
in small, but fully recognised, adver- 
tising agency secking sound and 
rapid expansion (or would consider 
Outright purchase). Principals of fully 
recognised organisations only should 
address full particulars (in con- 


fidence). to Boz S Freet ot., 
's Weekly, 160 
PAPER HANDKERCHIEF AND 


TOILET TISSUE manufacturer would 
for his products with a view to them 
a brilliant selling and promotional idca 
for hs produc’s with a view to their 
conducting a public relations campaign 
on Lis behalf. Write for appointment 
_Box 1398 "Ad. Weekly 180 Fleet St_EC4 
PUBLISHERS wish to purchase estab- 
lished periodicals, Replies weated in 
strict confidence 
Box 1322 Ad Weekly 180 Fleet St BC4 


EXPERIENCED ARTISTS for Retouch- 


ing and technical drawings await 
_ orders. met 8050. 
You CAN NOW KEEP ail your 
domestic papers, letters. 


in neat orderly form, ready for instant 
reference, in the new time-and-worry 
saving Automatic Secretary for the 
Home. Send P.C. for descriptive leaf- 
let A. S. 17. to Shaw Publishing Co 
Lid.. 180 Fleet Street, London, E.C.4 


ACCOMMODATION 


SOME GOOD Office accommodation in 
West End is available for one or two 
Advertising men with business in hand 
wishing to link 4 with well-established 
Advertising Age 
Box 1303 Ad. Weekly 180 Fleet St EC4 

OFFICE TO LET, furnished. West.i 
_Telephone. £3 weekly. REG. 1739 

COMMERCIAL ARTIST © requires small 
room. Gas ring and fire 
Box_1375 Ad. Weekly 180 Fleet St BC4 

TO Ler FU RNISHED. “Light Studio, size 
12 ft x & ft.. 45s. per week, including 
lighting, heat and use of 


Good W.1, oan. Suit artist. Some 
work guaran 
Box 135 Ad. ‘Weekly 180 Fleet St BC4 


PRINTER open to take work 
Box 1330 Ad. Weekly 180 Fleet St BC4 

PRINTER WANTED (preferably Mid- 
lands), wth capacity and paper for 
m nihly tublicauon Contract given, 
Century Publicity, 1468 Coventry Road. 
_ Birmingham, 25. 

MIDLANDS newspaper with ib Lino-setting 
capacity, Pony Auto-plate and 
rotary. is open to ae ald-wesk es or 
monthly rotary publicat 
Box 1336 Ad. Weekly 180, Fleet St EC4 


RENART 
STUDIO LTD 


EALING 3362 
» 4 


PADDINGTON 
ADVERTISING 
COMPANY 


WE UNEARTH FACTS 
et Sp 0 aes OD i grate 
eo 

HOLLIDAY & EDWARDS 

3 Corn 


Rta t ane aE 


Editors ond Press 


37 SPRING STREET W.2. 


Sa tee tens a8 Go 


See February 22 issue of Adver- 
tiser's Weekly, pages 350 and 35! 
for the Advertising Services 
& Supplies Section. March 22 
will be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


We want a 
LAYOUT MAN 


Who is as interested in the final 
Printed appearance of his work 
as in its earlier stages 

He would be able from “copy” 
to produce on paper, clear, lively 
and original presentations in both 
lack and white and colour 
WHICH WOULD SELL. And 
though not a typographer, a 
practical knowledge of type, for 
layout, would be essential. 

The account is a busy one, the 
work varied and interesting, and 
the salary reasonably generous. 
Write, giving brief outline of 
experience and accounts w 

on to General Manager. 


McCANN-ERICKSON 


ADVERTISING LTD. 


110 Jermyn Street, S.W.! 


AN INTELLIGENT YOUNG LADY is 
requires for clerical duties in the Ad- 
vertising Department of a large firm of 
Electrical and Radio Manufacturers 
Good handwriting and some knowledge 
of typewriting an advantage. Write to 
Publicity Manager, 105 Judd Street, 

Reet tear eee ao! 

BUSY EXECUTIVE needs alert young 
assistant. Must be efficient keeper of 
schedules and work records now- 
ledge of basic requirements for routine 
art-work and engraving also desirable 
Reid Walker Advertising, Ltd., Sal s- 
bury Square House, E.C.4. CEN 8347 


Ist CLASS 
FIGURE ARTIST 
Required 


He will have pecsent sur- 


di 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s. 6d. per line. APPOINTMENTS WANTED 
3s. per 35s. per inch. other classifications 4s. line. 


scven UST BE PREPAID. 


Street, E.C.4. 


cor 
9d. for use of Box Office. 
insertions, 5%, om 13, 10% om 26, and 15% 
insertions M 


on 52. 


All adv 
Address: “Advertiser's Weekly,” 180 Fleet 
"Phone Chancery 8844. 


. APPOINTMENTS VACANT 


— ESS ENGRAVING REPRESEN- 
ATIVE required by New Company, 
Central London with adequate facilities, 
outstanding opportunity for man with 
sound connections to be backed by 
quality and quantity, apply in confi- 


ence. 
Box 9735 Ad. Weekly 180 Fleet St EC4 


LEADING MIDLAND 
- MOTOR 
MANUFACTURERS 


have a vacancy for a man 
experienced in Print Pro- 


duction. Able to work 
technically and lay out 
journals for publication. 


Engineering background es- 
sential, knowledge of lan- 
guages an advantage. Write, 
stating age, qualifications, 
and salary required to: 


Box 1325 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


LONDON AGENCY has vacancy for 
Account Executive to handle one or 
two important Store and Fashion 
accounts. Good typographer, similar 
experience preferred. Write in confi- 


dence 
Box 1380 Ad. Weekly 180 Fleet St EC4 


gs. congenial comp Ly 
and an interesting variety of 
work. 5 day week : Summer 


holiday by arrangement. 


GRAPHIC ARTS LTD. 
39/40 Bartholomew Close, E.C.1. 
Phone: MONarch 6371 


EXPERIENCED SPACE SALESMAN 
required for the Advertisement Depart- 
ment of an old established fortnightly 
trade journal The right man would 

paid a salary of £12 per week for 
a trial period of six months and, if 
found satisfactory, would then be 
offered a staff Agreement based upon 
salary and commission Applicants 
ome write, giving age and experience 


Box 1389 Ad. Weekly 180 Fleet St EC4 


IF YOU ARE A TOP-LINE 
LETTERING ARTIST 


with a high degree of finish— 
there is an opportunity for you 
in a prominent London Studio 
offering permanency and top 
salary to the right man. Hours 
9-5.30. No Saturdays. Write 
full details to: 
Box 1397 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FIRST CLASS 


layout artist 
capable of doing hi 


finis! art work 


Write, experience and salary required, 
to 
Box 1333 Ad Weekly 180 Fleet St EC4 


required, 


PUBLIC AND TRADE RELATIONS 


Leading London Advertising Agency, central- 
ising its P.T.R. work for clients, requires 
P.R.O. to co-ordinate and expand this service. 
Experience in similar work essential. 
staff initially, but scope for development. 
Strictest confidence observed in respect of 
all applications. Please keep details as brief as 
possible in first instance, but state experience, 
age and salary expected. 


P.T.R. Box 1393 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


Small 


’Phone your Classifieds to 


FIRST CLASS 
RETOUCHING, 
LETTERING and 
GENERAL ARTISTS 

REQUIRED 
Call, shun or write 


STANWOOD Art in Publicity Ltd 
57 Haymarket, S.W.!. WHI 0303 


ASSISTANT REQUIRED tor Technical 
Publications section of enginecring 
firm in West London. Must have experi- 
ence in preparation of spare parts lists, 
working instructio.ws, etc Able to read 
blue-prints, but art work not required, 
S day week. State experience, age, 
salary required, when free 
_ Box 1400 Ad. Weekiy_180 Fleet St EC4 

LAYOUT, Medium sized London agency 
a further first class layout 

The position offers good pro- 

spects and will carry a commencing 

salary of £850 per annum. Particulars, 
including age, experience, ctc., in con- 
idence, to 

Box 1373 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 
LETTERING & GENERAL 
ARTIST 


to work on Freelance 
basis inside Studio 


WADHAM ARTISTS 
Wardrobe Court 
146a Queen Victoria Street, E.C.4 


CiTy 11445 
YOUNG ARTIST REQUIRED. Cap- 
able of good finished lettering and 
general agency art work i found 
knowledge of production methods 
essential Write or phone, Smee's 
Lid., 3/5 Duke Street, 


Advertising 
W.1L. Welbeck 0774 Fats, 
AN OUTSTANDING OPPORTUNITY 
for executive on the administrative 
secretarial and commercial side of 
advertising agency, handling all 
of media. Man required must 
had at least ten years’ experience in this 
type of work and who now secks 
similar position of trust where know- 
ledge and abilities will have more 
scOpe for advancement Only appli- 
cants who write fully. describing their 
experience and career will be con- 
sidered for interview; state age, present 
salary and give the names of two 
references (which will not be used with- 
out applicants a Our own 
staff know of this vacanc 
_ Box 1281 Ad Weekly 180 Fleet St EC4 
SENIOR TECHNICAL AUTHORS re- 
quired by large Enginecring Firm in 
West London area Able to initiate 
and complete Technical Brochures and 
Instructional Literature Previous ¢x- 
Perience and an engineering training 


essential. Layout ablity or knowledge 
of typography an advantage Write 
giving full details of experience, age, 
and salary soared to Box A.E. 294, 
Central News Ltd, 17 Moorgate. 
_London, E.C 


WANTED: Acaigiant 7 in Public Relations 
Department of large group of oil and 


chemical companies. Manchester. Com- 
mencing salary up to £700 p.a. 
according to qualifications. Generous 


non-contributory s'aff Assurance Scheme 
Applicant must be able to prepare good 
and accurate copy, and have a genuine 
flair for P.R. work leaning 
towards chemical and engineering sub- 
jects is desirable. Apply to 

Box 1376 Ad. Weekly 180 Fleet St EC4 


Marcu 8, 1951 


| APPOINTMENTS VACANT 


| 


CHA 8844 (Ex 


DISPLAY MAN 


Young Man _ required 
for window display of 
Beer, Wines and Spirits 
in the London area. 
An improver not 
objected to. Write, 
giving full particulars, 
to 
Box 1405 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ARTIST with initiative required for 
acrial photographic company in Bore- 
m We erts., district. 


.. Her 
Box 1351 Ad. Weekly 180 Fleet St EC4 


A fine job for a 
COPYWRITER 


He will be 30-ish, have original 
ideas and enough agency ex- 
perience to shape them, a 
feeling for words and an eye for 
display, a good head on his 
shoulders and his heart in his 
work ...and he will put them 
all into a letter to Copy Chief, 


John Haddon & Co. Ltd. 
1! Salisbury Square, E.C.4 


VERSATILE ARTIST rer uired for Studio 
ot West End advertising agency Up 
to £8 p.w. and bonus prospects for 
quick, efficient worker a0 experi- 
ence an advantage. Write fully 
Rox 1402 Ad. Weekly 180° Fleet St EC4 


POSTER 
INSPECTORS 
WANTED 


Mather & Crowther Ltd. 


need additiona] Poster 
Inspectors for work in the 
London area. Must have 
wide experience in the 
valuing and selection of 
sites. Age preferably not 
Write, giving 


fuil details of education 


over 40. 


and experience, to 


The Director of 
Outdoor Advertising 


MATHER & CROWTHER LTD., I.P.A., 
BRETTENHAM HOUSE 
LONDON, W.C.2 
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APPOINTMENTS VACANT 


JUNIOR TYPOGRAPHER WANTED. 

ray are looking for a man (or woman) 

work in our typographical section. 

He/she will engaged mainly on 

adaptations, plus a certain amount 7 
a 


Know. dhe for printed material. Must 
——_— of type and 


particulars to 
Director, RCN Ltd, 184 
W.C.2. 
CALLING A CAREER GIRL! We arc 
‘ooking for a young girl (under 20) who 


wants to make an interesting career for 
herself in advertising and who is keen 
as 


requirements are accurate and neat 


ood voice &@ 


SLO 0787. 


lettering) and want @ post with real 
scope and had from = to ten years’ 
studio experience? so, there's a 


Studio with a commencing salary 
£850 per annum. Must ft t the bill ond 
have ambition. Write fully, stating 
experience, age and —, © en 
Own staff know of this vaca 

__Box 1370 Ad. Weekly 180 Fleet Se EBC4 
SPACE SELLER. influential. mreable. 
wanted for small urgent commissio’ 
State references, terms. BM/Y BBS. 
_London, W.C.1. 


ARTIST (woman) required for magazine 
==. Able t 3 a0 fashion and or small 


sketc 
Bor | 1377 ‘Ad. M Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


Top grade men only can 
apply for the position of 
Advertising and Publicity 
Chief of Company of inter- 
national reputation. It is 
probable that the successful 
applicant is now employed 
as Publicity Manager in a 
large organisation and re- 
quires expansion of re- 
sponsibility or as a senior 
Executive or Director of 
an important Advertising 
Agency. The job calls for 
drive, imagination, enthu- 
siasm of approach and desire 
to fit on to a team where 
hard _concentrated endeav- 
our is the most valuable 
talisman. Applicants should 
give full details of past 
experience and education, 
which will be treated in 
the strictest confidence, to 
Director F. E., 


DORLAND ADVERTISING 
18/20 REGENT STREET, S.W.! 


CLASSIFIED ADVERTISEMENTS 


Merchandising and ideas Man 


required by first-rank London Advertising Agency. 
Essentials are practical knowledge of working of 
modern merchandising schemes operating through 
chemists, grocers and department stores, and a 
mind ever on the qui vive to suggest new ideas. 
Actual sales organisation or control of sales staff 
not strictly needed in this post but ability to write 
authoritative articles on these and allied subjects 
would be an asset. Please apply giving brief details 
as to experience, age and salary required to: 


M.D. Box 1392 Advertiser’s Weekly, 180 Fleet Street, E.C.4 


EXPERIENCED Shorthand Typist for 
magazine Central London, some 
book: eeping. Give details and salary 


equired. 
Box 1378 Ad. Weekly 180 Fleet St EC4 


OPPORTUNITY KNOCKS 


in a Wardour Street Publicity 
Department, for a wide awake 
girl under 21 who is prepared 
to do much routine office work 
cheerfully in return for fine 
opportunity to develop into 
an experienced Publicist our 
Journalist. Good command of 
PRACTICAL English and an 
intelligent interest in films, the 
Press and fashion trends essen- 
tial. Write fully to 

Box 140! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


wr oy TYPIST required oor a = 
Advert Department. Shoul 


Manager, Burroughs Adding 
— Ms Avon House, 356 Oxford 


ARTIST 
FOR GROWING 
AGENCY 


Artist capable of ideas and 
finished work is desired for 
a growing agency. One who 
has studied typography and 
is able to suggest type 
faces and cast off copy is 
particularly desired. Apply, 
sending specimens, to 


BEMROSE PUBLICITY CO., LTD. 
Wellington Street, Derby. 


LAYOUT MAN RE- 
QUIRED in London Agency handling 
National accounts. Must be able to 
Prepare layouts to a very high standard. 
suitable for submission to clients and 
his work should be in keeping with 
modern practice. A congenial ie 
tion in first class conditions is ered 
2 the right man. p i 10 in writing 
no specimens at first Managing 
Director, R.C.N., ’ 


PRODUCTION. London Agency uires 
a further first class Production n, 
preferable with previous Agency cx- 
perience Position will carry a 
commencing salary of approximately 
£750 per annum and is a five-day week. 
~ ja fully. giving age and experience 


Box 1280 Ad. Weekly 180 Fleet St BC4 


CREATIVE LAYOUT 


man able to produce clear 
and original presentations, 
and able to take roughs 
up to presentable finish. 
Preference will be given 
to one who has worked 
successfully in an agency 
team, 
Write or phone for inter- 
view to Secretary, John 
Haddon & Co., Ltd., 11 
Salisbury Square, E.C.4. 


ADVERTISING DEPARTMENT require 
man with knowiedge of wade adver- 
tising, bulletin layouts, catalogue work 
in Motor. Cycle, Wirciess. Electrical 
and Machine Tool trades. Commencing 
salary £500 p.a. 
details of past ae to Advertising 
Department, Kerry's (G.B.) Ltd.. War- 
ton Road, ‘Stratford, London, £.15. 

— REQUIRED for typing 
Pool. % be experienced typist (not 

thorihand). Able w take "Complete 

ssuc, control and checki) 

Bor Then Ad. Weekly 180 Fleet St E 


PRODUCTION MANAGER 


wanted by National Firm in 
Provinces producing Exhibition 
Stands, Displays and Silkscreen- 
ing. We are looking for a man 
30-40 who knows the industry 
inside and out and who can take 
complete responsibility for pro- 


duction. Salary as good as 
London can offer. Write with 
full details to 


PRIESTLEY STUDIOS LTD. 
Commercial Rd., Gloucester 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


YOUNG LAYOUT ARTIST 


required (Male), with good all 
round experience in general 
studio work—covering lettering, 
layout, and preparation of 
finished originals. 

The position is on the staff of 
a leading Woman's magazine, 
and requires speed, adaptability. 

Previous experience of edi- 
torial work would be an 
advantage. 

Box 1384 

Advertiser's Weekly, 180 Fleet St., C4 


VERSATILE figure artist for colour and 
wash required by West End Studio. 
Capable of carning £650 pa. Only 


first class men need ¥. 
Box 1379 Ad. Weekly 180 Fleet St BC4 


AGENCY (W.C.2 District) 
seeks the services of a man 
for executive duties, but pri- 
marily as assistant to a director. 
The job calls for a practical man 
with all round experience, 
including production routine on 
both press and print and a flair 
for creative work. The scope of 
the job is wide so that all 
applicants should, in confidence, 

m8 early indicate the basis of their 
experience, together with age 
and salary required 


Box 1385 
Advertiser's Weekly, 180 Fieet St., E.C4 
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_Ltd., 17 Moorgate, E.C.2. ' 


ADVERTISEMENT | MANAGER owl 


quired by well known Ficet Sire 
group of publishing companies. Excep~ 
tional immediate opening for ecn 
man with good space-selling record.” 
Particulars of C4 and experience, in) 
strict contidenci 

Box 1407 Ad Weekly 180 Fleet St BC4” 


TYPOGRAPHER | 


Wanted by a growing London 


type specification for the printing 
department. He must have the 
knowledge, neatness and ac- 
curacy common to typographers 
plus a flair and sense of style 
that they sometimes lack. Let 
such a man write, with all 
relevant details but no speci- 
mens, to T. Booth Waddicor & 
Partners, Ltd., 27, Shaftesbury 
Avenue, London,W.1. (Markin: 
the envelope TYPOGRAPHER 5 


NTMENTS WANTED 


TOO OLD TO TRAIN? Young Artist, 
21, keen to learn in Commercial 
Studio. 

Box 1396 Ad. Weekly 180 Fleet St BC4 


A_ JUNIOR required by long-established 
West End Advertising Agency. 
vacancy provides a good opportunity 
for promising youngster to enter 
advertising business. His carly duties, 
would, however, consist of acting as 
messenger, with some routine 
— Write, stating age, sc 


Box 1387 Ad. Weekly 180 Fleet St BCA 


*Phone your Classifieds to CHA 8844 (Ex 23) 


in- 
_ Box 1406 Ad. Weekly 180 Fleet St BC4 
PRODUCTION MAN, age 25. 5 years’ 


nce on weckly magazine 
1312 Ad. Weekly 180 Fleet St BC4 
(Continued on page 451) 
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Advertiser's 


45/- (overseas) 


To be sure 


that your advertisement wil] appear 
when you want it, where you want it 


and as you want it 


use Younger 
= Budget Films 
a and Filmlets 


brochure will be sent on request. 


Demonstrations are arranged anywhere without obligation, and a descriptive 


DANIEL F. WARNOCK «¢ DIRECTOR OF NATIONAL SALES 


REGENT 6593 


YOUNGER PUBLICITY SERVICE LTD., 28 ALBEMARLE STREET, LONDON, W.!_ Tel: 


STOP PRESS 


EASTER PAPERS 


Newspaper Society Council 
recommend: No Good Friday 
ublication morning or even- 

newspapers England and 
Wales, but publication as usual 
Saturday, ch 24, and 
Monday, 


SELLING PRICES UP 


—., price increases: “The 
Strad” 6d. to 9d. in May; “Bel- 
fast Newsletter” from iid. to 
2d.; “Pudsey and Stanningley 
News” 2d. to 2id.; “Tooting 
Gazette” 1d. to 2d. 


CAMPAIGN NEWS 


D. J. Keymer & Co., Lid. 
appointed for British Electric 
Lamps Ltd., makers of Bell 
decorative lamps. Starti 
April, class magazines an 


African grapes with large 
spaces in national dailies and 
magazines. Agents: Mather & 
Crowther Ltd, 


DEATH OF WALTER 
LEADBITTER 


Walter Leadbitter, late Lon- 
don manager Welsh Weekly 
Newspapers and “Wakefield 
Express,” has died aged 79. In 
Fleet Street over 60 years. 


enefit from their complete flexibility — local, regional or McEVOY ELECTED 


P. L. McEvoy, managing 


national coverage for an average cost of 2/- per thousand: a | director McEvoy Publications 


and McEvoy Advertising Ser- 
vice, Dublin, elected honorary 


campaign, complete with film, for £1,000 or £20,000: films running | director of’ organisation of 


Federation of Irish Manufac- 


: ‘4 ‘ j t . Frank Hugh O'Donnell 
13 seconds to 33 seconds: a total audience of 5,000,000 a week. rene. ely Con at 


Ireland's council elected hon. 
secretary of Federation. 
FOWL PLAY 

“In the Gambia _ poultry 

scheme there were at one time 

more officials than chickens” 

Lady Tweedsmuir, MP., told 


Incorporated Sales Managers 
Association, 


“News of the World” have 
taken over distribution of 
British Pocket Books made by 
Pocket Books (G.B.) Ltd. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London, E.C.4. (Phone : Chancery 8844.) 
March 8, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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